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10 Cents a Copy, $2 a Year 


Harry B. Hershey is using the ap- 
propriate chocolate bar in his cam- 


tion for governor of Illinois. 
if Harry fails to cash in on its popu- 
larity, Hershey, Pa., won’t like it 


at all. 


- ow 


The advantage of the chocolate 
bar in appealing for votes is that, 
unlike the traditional campaign 
cigar, it makes an equally strong 
appeal to all ages and both sexes. 


. | 


The Metropolitan Life Insurance 
Company urges its customers to 
read their policies through, to the 
last line and paragraph. And be 
sure to consult their oculists after- 
ward? 


7, 7 F 


The beauty about insurance poli- 
cies, railroad tickets, automobile 
order blanks and similar agree- 
ments is that the contracts are 
printed in the large, clear type in- 
variably recommended by corpora- 
tion lawyers. 


Tv 


Looks as if we were headed back 
to normalcy. W. Winchell reports 
that Child’s will soon have their 
‘hefs tossing flapjacks in their win- 
dows again. 


7? F 


Down in St. Petersburg, Fla., an 
auctioneer has recognized manifest 
destiny by offering a course in pub- 
lic speaking. You'll be sorry to 
learn, though, that he is not a to- 
bacco auctioneer. 


" F 


Coca-Cola earnings for 1939 ex- 
ceeded the previous peak of $25,- 
500,000, made in the previous high 
year of 1938. Just goes to prove 
how right those experts were when 
they predicted calamity for Coca- 
Cola following prohibition repeal. 


vv FF 


3eer, wine and whisky producers 
seem to be doing all right, Coca- 
Cola is breaking records, and Pepsi- 
Cola talks modestly of 40 per cent 

les increases. Who said the na- 
ional anthem isn’t “How Dry I 
Am”? 


? 
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Now that the University of Chi- 
cago is without a football team, 
Vice-President Bill Benton has de- 
cided to go out for quarter-back on 
Nalph Ingersoll’s new daily. 


vw VV 


\fter paying tribute to university 
earchers in “The Human Ad- 
nture,” Bill Benton is backslid- 
into the advertising business. 
After all, it is more fun to get that 


roder 
Awl. 


vgvseey? 


All that hubbub about census 
enumerators collecting income 
rmation may persuade the Bureau 
f Internal Revenue that it has been 
verlooking some good prospects. 


Copy Cus. 


in- | 


if 
, 


This unusual full-page copy, which ran 
in the New York Sun and World-Tele- 
gram last week, introduces an unusual 
advertising campaign for L. Bamberger 
& Co., Newark, which hereafter will ad- 
vertise in these two New York papers 
four days weekly in six-column space. 
Seven-line reminder copy on Page | will 
be run in conjunction with the large 
space. This is believed to be the first 
time an out of town store has done con- 
sistent advertising in a city bigger than 
its own, 


Attorney General 
Asks A&P Quster 
from Nebraska 


Omaha, March 6.—Ouster pro- 
ceedings were filed against Great 
Atlantic & Pacific Tea Company in 
the district court Monday by Attor- 
ney General Walter Johnson. The 
action was based on the allegation 
that four stores here have sold food 
at lower prices than an A&P unit 
in Falls City, Neb., since Aug. 1, 
| 1939, the purpose being to destroy 
| competition. The suit asked that 
the chain be ousted from the state. 

George J. Feldman, A&P counsel, 
said in New York that the price 
differentials are caused by differ- 
ences in costs. 

The question was settled by the 
United States district court in Min- 
nesota in 1938, Mr. Feldman said. 
He quoted that decision as follows: 

‘Differentials in prices justified 
by the differences in selling costs at 
different stores have not heretofore 
been considered as _ iniquitous, 
wrongful or unfair, nor as having 
any tendency to destroy competition 
or to foster monopoly. In fact, such 
price differentials have been re- 
garded as beneficial to the public 
and not harmful to anyone, and, 
even though they may affect com- 
petition, they cannot be considered 
as the evil which the legislature 
was seeking to stamp out. The 
effect upon competition of differ- 
ences in prices honestly based on 
differences in selling costs is the 
normal and natural result of fair 
competition between merchants 
whose overhead expenses differ. 
This type of competition is to be 
encouraged in the public interest, 
rather than restrained.” 
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Greater Use of Mer-) Republican National Com- 


| New York, March 7.—That politi- 
| cal advertising is destined to rank 
| high as one of the major classifica- 
tions of 1940 was predicted here 
this week by informed political 
observers and media men who are 
familiar with the trends of recent 
years. Although budgets are mat- 
ters of speculation at this early 
date, the nearest thing to a consen- 
| sus obtainable estimated the year’s 
political advertising appropriation 
at $5,000,000. Purely local expendi- 
tures, including spot radio, outdoor 
signs and displays, etc., will prob- 
ably boost this total substantially. 

Two factors were generally put 
forth as the basis for anticipating a 
substantial rise in political space 
and time expenditures over the 1936 
and 1932 campaigns—first, the 
aggressive battle expected, particu- 
larly on the part of the Republi- 
cans; and second, successful dem- 
onstrations during the past two 
years of the applicability of ac- 
cepted advertising techniques in 
local political campaigns. 

National political advertising ex- 
penditures rose spectacularly be- 
tween 1932 and 1936. In the former 
yei pp) orxa:mately $1,000,000 wras 
spen* for network radio timc, while 
in the 1936 drive the major parties 
and their supporters, who sponsored 
broadcasts under a variety of differ- 
ent names, paid out almost $2,000,- 
000 for network broadcasts. Chief 
sponsors of such programs included 
the following: 


1932 


National Com- 
mittee (NBC) ...$175,150 
Democratic National Com- 
mittee (CBS) 174,956 


Republican National ‘Com- 


Democratic 


eee: Lead svete acwas 312,904 
Republican National Com- 
mrseeee CUR) oc ccvccecss 194,624 


The remaining expenditures dur- 
ing that year were credited to 
numerous other political organiza- 
tions which spent sums ranging 
from $971 to $6,497. 


1936 


Democratic National 

CEEOOS CINE) ccicvcvces $394,993 
Democratic National Com- 

i ee | 225,849 
National Jeffersonian Dem- 

ocrats (NBC) 


Com- 


chandising Copy for 
_ Candidates Expected 


mittee (NBC) .......... 394,993 
Republican National Com- 

SICOOD CC) occ cevictes 434,224 
National Communist Com- 

Sk 31,119 


Good Neighbor League, Pro- 
gressive National Com- 
mittee, Non-Partisan La- 
bor League (CBS) 96,165 
More than a score of other politi- 

cal groups also sponsored network 

broadcasts. Figures for sectional 
and other networks are not avail- 
able. 


Miles Headache 
Is Cleared Up 
with Alka-Seltzer 


Elkhart, Ind., March 6.—When it 
comes to headaches, Miles Labora- 
tories, which makes Alka-Seltzer, 
feels thoroughly competent to take 
care of the situation. So when a 
headache of major proportions 
turned up for Miles in the form of 
a radio premium which didn’t meet 
expectations, it was no trouble at 
all to turn the collective frowns of 
thousands of people into smiles and 
increased goodwill for Alka-Seltzer. 

It seems that some thousands of 
listeneys sent. a dime and an Alka- 
Seltzer box top to Miles for a 
small-size phonograph record of 
“Humming Blues,” offered on the 
Alka-Seltzer program, Alec Temple- 
ton Time. The severe headache for 
Miles developed when complaints 
began to drift in that the records 
were so constructed that they could 
be played on some _ phonographs, 
but not on others. 

Miles officials immediately went 
into a huddle, and fortified by the 
requisite number of Alka-Seltzer 
tablets, came up with a letter that 
said, “May we extend to you an 
apology and an explanation?” It 
told the story of the records that 
might not play, and enclosed a dime 
to reimburse the sender, plus three 
cents in postage to cover the cost 
of mailing the original request. Each 
correspondent also got a package 
of Alka-Seltzer. 

The letter went not only to the 
small number who had registered 
complaints, but to every one who 


had received a record, whether they 
had complained or not. And the 
compliments and expressions of ap- 


104,401 | preciation are still rolling in 


Last Minute News Flashes 
Socony Copy Hails Queen Elizabeth Arrival 


New York, March 


layout and art were approved. 


8.—Appearance 
Vacuum copy in 35 newspapers in 25 Eastern cities and in Chicago and | 
Milwaukee tying up with the arrival of the Queen Elizabeth marked | 
an advertising drama as spectacular as the liner’s dash. 
orders to J. Stirling Getchell at 9:30 a. m. 


today of 1,500-line Socony- 


yesterday and by noon copy, 


Four New York evening papers held their 
presses 20 minutes to catch the stock closing editions, and the advertise- | 
ment hit the streets while the ship was coming into the harbor. Lubrica- 


tion of the ship’s engines with Socony-Vacuum products was stressed. 


Interstate Barrier Hearings to Open March 18 


Washington, D. C., March 8. 


eral background. 
with case studies 
restrictions. 


The Federal 
showing the 


The Temporary National Economic 
Committee will attack the problem of interstate trade barriers Monday, 
March 18, with the Council of State Governments testifying on the gen- 
Interdepartmental 

deleterious 


will 
such 


Council 


effect of 


To Pick Agency for Illinois State Campaign 


Chicago, March 8.—An advertising agency to prepare a 


recreational and industrial campaign for Illinois will be selected next 
week, Robert H. Straus, Chicago banker, announced today. 


follow 
artificial 


$250,000 


| 


Sticking to Theme 
Called Coca-Cola 
Success Ingredient 


The client issued | 


Consistent Knocking at 
Customers’ Doors the 
Answer, Says Gilbert 


Chicago, March 7.—Though many 
formulas for advertising success 
have been enunciated, it remained 
for Price Gilbert, Jr., advertising 
manager of Coca-Cola Company, to 
liken the effective campaign to a 
musical classic—specifically, Bee- 
thoven’s “Fifth Symphony.” Con- 
fessing that in spite of 1939 earn- 
ings in excess of 27 million dollars, 
he had just come from a bottlers’ 
meeting devoted to “What’s wrong 
with our advertising?” Mr. Gilbert 
told the Chicago Federated Adver- 
tising Club today that though every 
great composer gives infinite variety 
to his work, he never departs from 
a single fundamental and recurrent 
motif. 


Reiteration Is Theme 


He illustrated this point’ in 
Beethoven's case by singing a few 
bars of the “Fifth Symphony” to 
demonstrate that a particular set 
of four notes, sometimes in a higher 
or lower key, or slightly varied, 
occurs again and again in the com- 
position. Thus while repetition is 


presen - Ree t hoven inj ected enough 


change into his musical description 
of “fate knocking on the door” to 
win the plaudits of critics down 
through the centuries. The same 
holds true with Coca-Cola advertis- 
ing, he said, declaring that its basic 
theme is reiterated constantly, al- 
though just as constantly altered in 
presentation to avoid monotony. 
Mr. Gilbert illustrated the prin- 
ciple also by discussing Coca-Cola’s 
Christmas poster. For ten years it 
has been painted by Haddon Sund- 
blom from the same model in the 


same costume. The results § are 
pretty much the same, yet each is 
different. The poster strikes a 


reminiscent vein in the observer's 
consciousness, but at the same time 
presents some new features which 
arouse his interest. 


Saved from One Mistake 


“My company,” Mr. Gilbert con- 
tinued, “has had good and bad copy 
and probably made its share of mis- 
takes. There is, however, one mis- 
take we haven’t made. We have 
never departed from our basic story, 
though we may have striven to 
inject new variety and interest into 
it. We have knocked on the pub- 
lic’s door from day to day and year 


to year, in winter and summer, in 


heat and cold. One _ interesting 
result is that winter volume now 
represents 40 per cent of the total, 
justifying our slogan, ‘Thirst knows 
no season.’” 

Mr. Gilbert asserted that the 
cumulative value of advertising is 
little understood, even by the wisest 
members of the craft. He likened 
it to compound interest and approv- 
ingly quoted the late Arthur Bris- 
bane to the effect that a poor policy 
intelligently and consistently exe- 
cuted is better in the long run than 
frequent shifts to better and bette 
strategy. 

This applies to the retailer as well 
as to the manufacturer, he said 
While the department store must 
sell merchandise today and every 
day, its advertising must serve a 
secondary, as well as this primary 
purpose. The suggestion of service, 


value and the organization behind 
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the product should permeate every 
piece of advertising, he insisted. 
Mr. Gilbert referred fleetingly to 
Coca-Cola’s point-of-purchase ad- 
vertising, which, like its publication 
copy, has been consistent and con- 
tinuous. For many years the com- 
pany has installed this type of 
promotion in its drug and fountain 
outlets four times annually, and has 
“worn out a good many fountains 
and some proprietors in the process.” 
Coca-Cola has apparently strayed 


pretty far afield in its current 
magazine advertising, Mr. Gilbert 
said, describing “Flower Arrang- 


ing,” a booklet in color now being 
featured. The basic idea of 
treatise by Laura Lee Burroughs is 
to give Coca-Cola a sympathetic 
background—to identify itself with 
quality, and more practically, to 
suggest the product as an integral 
unit in home life. Four hundred 
thousand women have sent ten cents 
for this booklet thus far, with the 
1940 goal 1,000,000. This number 
will probably be exceeded, since the 
booklet was issued Jan. 15 and 
requests are coming in at the rate 
of 3,000 to 4,000 a day. Individual 
bottlers are also showing ingenuity 
in tying up with this idea, one 
having taken a booth at a flower 
show to spread the tidings. 


While Coca-Cola may not be the | 


country’s leading advertiser, neither 


is it the smallest, Mr. Gilbert indi- 


cated. It is using 18 women’s maga- 
zines, and several of a more general 
nature. Poster advertising is by no 
means confined to any one season, 
“many boards in the United States 
having carried a Coca-Cola poster 
on them every month for ten or 
twelve years.” The company’s 
bottling plants have a radio pro- 
gram on 170 stations—more than 


carry any other program. Likewise, | 


the bottlers’ newspaper campaign | 
| runs in more individual papers than 
j}any other now appegring. While 


;small space is used, the copy ap- 


this | Pears once a week throughout the | 
| year in more than 1,500 newspapers, | 


land this year will total about 
28,000,000 lines. 

Cora-Cola’s new 
film, “Refreshment 
Years,” was unreeled 


Gilbert’s discourse. 


Technicolor 
Through the 
after Mr. 


Must Build Character 


“It is necessary for every organi- 
zation which wishes to be success- 
ful,” he said in introducing it, “to 
build character. The public has 
some vague conception of the men 
who are associated with every out- 
standing company or product, and 
advertising certainly should assume 
the task of making this picture as 
favorable as possible. Confidence 


in management is absolutely vital 
in the case of food products. 

“Since Coca-Cola has no direct 
contact with the consumer, we felt 
that the most effective means of 
helping to shape public opinion was 
through the moving picture.” 


Distributed Through Bottlers 


“Refreshment Through the Ages” 
will be distributed through bottling 
companies, which will pay substan- 
tial prices for it and the corollary 
equipment. Produced by the Jam 
Handy Organization, it has the dis- 
tinction of being one of the first 
Technicolor films to be made in 35 
mm. size and then reduced to 16 
mm. Both are now available. The 
film, two reels long, runs about 20 
| minutes. 

While the picture traces the birth 
and evolution of the carbonated 
beverage industry, it also does a 
good turn for business as a whole 
| by depicting the intricate and at 
times breath-taking sweep of its 
operations, as well as the interde- 
| pendence of all industry. The film 
emphasizes the special importance 
of carbonated beverages to steel and 
glass, for example. It shows how 
Coca-Cola is produced entirely by 
machinery, which, while directed by 
| human hands, makes it unnecessary 
for them to touch the beverage. 
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Sherwin-Williams’ 
$200,000 Style 
Book Keys Drive 


Spectacular Color 
Guide Features Koda- 
chrome Shots 


(Picture on Page 31) 

Cleveland, March 7.— With one 
of the most spectacular color print- 
ing achievements in graphic arts 
history as its tour de force, Sher- 
win-Williams Company this week 
inaugurated its spring merchandis- 
ing drive, determined to stimulate 
a new style consciousness in home 
decoration. 

The “Paint and Color Style 
Guide,” which will serve as the 


nucleus of the company’s consumer | 


and trade advertising program, rep- 
resents a production and research 
expenditure of about $200,000. The 
presentation is an eight-pound wire- 
bound book, 18% by 16% inches in 
size, featuring a room or exterior 
home scheme in full color on each 
page. Accompanying each decora- 
tive specimen is an enlarged color 
swatch listing the Sherman - Wil- 
liams specifications for achieving 
the effects demonstrated. Rug, up- 
holstery and other fabric colors are 
also reproduced to assist the 
terior decorator. 
Actual Pictures Used 


All illustrations in the book are 
the result of direct color Koda- 
chrome shots taken on _ location 
throughout the country. One hun- 
dred and forty separate four-color 
pictures, covering exterior as well 
as interior details and including all 


period styles, are included in the 
book. Reproduction is by letter- 
press throughout. Total run was 


25,000 copies with some considera- 

tion being given to a re-run. 
Distribution of the book will be 

to painting contractors, interior 


| ° ° 
| decorators and retail paint stores. 


The trade will be charged $5 a copy 
with additional copies made avail- 
able through a special merchandis- 
ing deal. It is the company’s ex- 
pectation that the book will have a 
life of five years. 

The atttention of consumers will 
be directed to the Sherwin-Wil- 
liams style guide by means of full- 
page color copy scheduled for 
American Home and Better Homes 
& Gardens, inviting inspection of 


in- | 


| 
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ADVERTISER-SCIENTIST _ 


H. Gibson, 
| George H. Gibson Company, New Yor 


George senior partner |» 
industrial agency, was the lone admer 
who was honored as a “modern pioneer 
at the recent National Association of 
Manufacturers’ dinner honoring Eastern 
scientists. Mr. Gibson invented a metered 
control of combustion now in almost 
universal usé. 


agency for Sherwin-Williams, sup- 
ervised preparation of the “Paint 
and Color Style Guide.” Plat 
were made by Walker Engraving 
Corporation, New York, whil: 
Davis, Delaney & Harris, New Yo: 

handled the printing assignment 


Milwaukee Women 
Hold Consumer Day 


Hundreds of women attended th: 
city’s first Consumer Day March 5 
at the Schroeder hotel, Milwauke¢ 
under the sponsorship of the Home 
Economics Club and 15 other or- 
ganizations, including the Woman's 
Advertising Club. The one-day 
affair included a meat cutting 
demonstration by P. A. Goeser o! 
the National Livestock and Meat 
Board; a meat identification con- 
test; a noon luncheon addressed by 
Dr. Kenneth Dameron, Ohio State 
University, who spoke on “We Con- 
sumers,” and a “Consumer Infor- 
mation, Please” forum in the after- 
noon under the direction of D: 
Dameron. 

Thirteen exhibitors, two of then 
noncommercial, displayed their 
products at the hotel and an award 
of $10 was given to the club or 
organization having the largest 
number of registrations three day 


Name Brown & Thomas 


Brown & Thomas Adverti 


the home at the neighborhood paint | Corporation, New York, has been 


dealers. The message will appear 
in the April, May and June issues 
of the two magazines. A 


appointed to handle the advertising 
to the dental profession of Hudson 
Products, Inc., New York, for Poli- 


separate | dent; Wernet Dental Mfg. Company 


layout in black and white was also| Jersey City, for Dr. Wernet’s pow- 


released this week in the Christian 


der; Poloris Company, New York 


Science Monitor with a schedule of| for poultices, and Pycope, Inc., Jer- 
13 insertions winding up in early | 


June. Meanwhile the 
trade will be apprised of the de- 
velopment through copy in Ameri- 
can Builder, Architectural Forum 
and National Real Estate Journal. 
An integral part of the spring 
promotion will also be the distribu- 


decorating | brushes. 


sey City, for tooth powder anc 
Insertions will appear 
April issues of national and reg 
publications. 
Eno Names Agency 

J.C. Eno (U. S.) Ltd., New Y 
has appointed Atherton & Cui 


tion of about 3,000,000 copies of the | New York, to handle advertisin: 


annual issue of “Home 


and Color Guide,” containing many 


ger book in miniature. All con- 
sumer copy in magazines will in- 
clude a coupon making the guide 


|available on request. 


Decorator | its effervescent 


|of the color illustrations in the big- | 


salt in the U: 


States and Canada. 


Mutual Adds WIE] 


Station WJEJ, Hagerstown, 
has become an affiliate of the 
tual Broadcasting System, mak! 


T. J. Maloney, Inc., New York,| total of 120 MBS outlets. 
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demands of the graphic arts have 
created the ‘glossy stat’, a photostat made espe- 
cially for reproduction purposes @ We produce * 
more glossy photostats than any other plant in 
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whites which help to make an excel- 
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Heres the whole picture 


-brie ly sketched 


Dp" the fact that The American Weekly reaches 
more than 6,500,000 families entirely prove its 
claim to double action for advertising? 


No, because its mighty circulation is just part of the 
picture. To fill in the complete picture of double 
action, one must know how many people read it. 
what kind of people they are, what their buying 


capacity is and how intensively they read it. 


How many? 
That bare figure — 6,500,000 families—takes on greater significance 
when it’s pointed out that The American Weekly is read by more 
women by far than any women’s magazine and by more men than 


the next two largest weekly magazines combined. 


Dr. Daniel Starch, after a year’s readership study, revealed that 
the total readership of The American Weekly exceeds 14.600.000 
men and women. 


What kind of people? 


The American Weekly reaches more of all kinds of people—more 


people in more income levels—than any other magazine. 


It goes to more than half of the 6.050.000* families in the United 
States with incomes of more than $2,000 


i] 


gee 


How about buying capacity? 


Its deep penetration of all income groups — not just the top brackets 

is an important part of the picture. Urban families in the under 
$2,000 group, for example, spend over 4'4 billion dollars a year 
more for food, own more automobiles and more electric refrigerators 


than families in the higher levels. 


More than that—82°% of all retail sales are made in 3,165 urban 
places—and in more than half of these communities the coverage 


of The American Weekly ranges from 20°% to 98% of the families. 


In cities of over 1.500,000—in cities of 100.000 to 1,500,000—in 
cities of 25.000 to 100,000 The American Weekly reaches twice as 
many families as any other magazine. And it goes to more families 
than any other magazine in cities of 2,500 to 25,000. 
And intensity? 

Out of Dr. Starch’s survey also came the fact that The American 
Weekly is read with an intensity unequaled in the publication field. 
That is due to an editorial formula developed and perfected over 


a period of 44 years. 


And, to complete the picture of double action —The American 
Weekly's BIG COLOR PAGE provides the biggest color impres- 


sion available on a national basis ata cost 


almost twice as many as any other Fs Cock-A-Doodle-Doo! of less than 's cent per family reached. 
magazine, / roe a : ; | 
ne. And it goes to 3) million of In February, The American Weekly continued Isn't that a clear picture of double 
the 19,000,000 * families with incomes its record of increased advertising linage . . | 
, ‘ q » year 1939, with a sub action no matter how you look at it? 
of ro) — achieved during the year ‘ ; F 
under $2,000 —more than twice a stantial increase over February of last vear 
many as any other magazine. } . se Set ni A. Ox dl 
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American Cranberry Exchange 
American Tobacco Co., The 
Amer. Turpentine Farmers Asst 
Anheuser-Busch, In 
Armour & Company 
Axton-Fisher Tobacco Co 
Babbitt, Ine., B. T. 
Bauer & Black 
Borden Co., The 
Bourjois Sales Corp. 
Brazil Nut Association 
Bristol-Myers Co 
Brown & Williamson Tobacco Corp 
California Fruit Growers Exch 
California Packing Corp 
California Walnut Growers Assn 
( ampana Sales Co 
Canned Pea Marketing Co-op 
Champion Spark Plug Co. 
(Charis Corp 
Chrysler Corporation 
Chrysler 
Dodge Bros 
Piymouth 
( lorox Chemical Co 
Coca-Cola ¢ ompany, The 
Colgate-Palmolive-Peet Co. 
Cashmere Bouquet 
Concentrated Super Suds 
Halo Shampoo 
Palmolive Soap 
Columbia Pictures ¢ orf 
Congoleum Nairn Ine 
Corn Products Refining Co. 
Comming Glass Works 
Cream of Wheat Cx ™! 
Cudahy Pa king lo 
Davis ¢ ompany, KB 
Dearborn Supply Con pany 
Demuth & Co, Wa 
Doubleday, Doran & Co., li 
Drackett Products Co, The 
Edison General Electric Appliance 
Company, Ine 
} Igin National Watch Co 
Federal Life & Casualty Company 
birestone Tire & Rubber Co 
Fitch Co, The F. W 
Florida Citrus Commission 
Franco-American Spaghetti 
Frank & Co., Inc.. 8S. M 
I rigidaire Corporation 
General Electric Co 
General I nds Corp. 


fell O 
Minute Tapi a 

‘ 1 Mills, In 
Bisquick 
(old Medal Flour 
Kix 

General Motors ( orp. 
| nek 
Chevrolet 
bisher Body 
Oldsmobile 
Pontia 


Glover Co., In H. Clay 
(roldman, Mary T Compar 
Great Atlantic & Pacific Tea Co 
Hecker Products Corp 

Hubinger Co., The 

Hormel & Co., Ge 4 

Hudson Motor Car Con pany 
Hygeia Nursing Bottle Co., In 
Ingersoll-W aterbury Co., Inc... The 
International Cellucotton Prod. Co 
lodent Chemical Co 

Jergens Co., The Andrew 

Johnson & Johnson 

Johnson, S. C., & Son, 1 
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Kellogg ¢ ompany 
All- Bran —Corn Flakes 
Pep—Rice Krispies 
Kraft Cheese Company 
Kraft Cheeses 
Miracle Whip Salad Dressing 
ady Esther Company 
ambert Pharmacal Co. 
amont, Corliss & Co 
Danya Hand Lotion 
Nestle's Cocoa and Chocolate 
Pond's Face Creams and Powder 
ane Bryant 
Lever Bros. Co 
Lux Soap and Flakes 
Lifebuoy —Rinso Spry 
Libby, McNeill & Libby 
Liggett & Myers Tobacco Co. 
Lorillard Co., Inc., P 
Maiden Form Brassiere Co., Inc. 
Manhattan Soap Co., In 
Maybelline Co., The 
Mentholatum Company 
Metropolitan Life Insurance Co. 
National Biscuit Co 
National Radio Institute 
Norge Division, Borg-Warner Corp 
Norwich Pharmacal Co., The 
Ontario Travel & Publicity Bureau 
Pabst-ett Corporation 


Pan American Cotlee Bureau 
Paramount Pictures ¢ orp 
Park & Tilford 

Parker Pen Co., The 

Penick & Ford ( Lid.) Ine. 
Vepsodent Co., The 


Verlection Move ( wnipany 
Plough, Ine 

Potter Drug & Chemical Corp, 
Procter & Gamble Co . the 


Prudential Insurance ¢ ormpany 
Pullman Company The 
(Quake t Vats Company, The 
Kalston Purina Co 
Kesinol Chemical Co 
Reynolds Tobacco ¢ ompany, R. J. 
Royal Lace Paper Works, Inc 
Royal Ty pewriter ( ompany, Inc. 
Schering Corp 
Schick Dry Shaver, In 
Scholl Mig. ¢ ompany 
Scott Paper ( ompany 
Sheaffer Pen Co, WL A 
Simoniz Company 
Smith Brothers 
Smith & Corona Typewriters, luc. 
Solo Products Corp 
sandard Brands, In 
Merling Products, lr 

Bayer Aspirin 

Phillips’ Milk of Magnesia 
Swilt & Cor pa 
Tea Bureau, In 
Tide Water Associated Oil Co 
21th Century Fox Film Corp 
L nion Onl ¢ {¢ 
Lnited Artists Corp 
L nited States Rubber Co 


sliforma 


Van ( amp Se 1 Food ( ompany, In 
Wander Co., The 

Warner Bros. Pictures, Inc. 
Warrer Lory Northam 

Weco Products Company 

Ws um O11 §& Snowdrift Sales Co 
Western Auto Supply Co 
Willys-Overland Motor Tne 
Wise & Co., William H 
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What $18,000 buys 
in The American Weekly 


A full page in color more than twice the size of any other magazine 


page in the world 


. reaching more than 6,500,000 families, through 


21 great Sunday newspapers, at a cost of less than ', cent per family 


the attention of the entire family instead of a single buying factor 
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Standard Brands Shifts 
Stati; Forms New Unit 


Hugh B. Griffiths, formerly assist- 
ant bakery sales manager of Stan- 
dard Brands, New York, has been 
appointed manager of the depart- 
ment. He succeeds Russell W. 
Varney, recently made head of the 
new public relations department. 

John F. Brogan has been ap- 


pointed head of a new institutional 
department to supervise sales of 
Standard Brands products to hotels, 
restaurants and institutions. Leonard 
J. Lucier, formerly grocery sales | 
superintendent of the company’s 
Brooklyn agency, succeeds Mr. 
Brogan as assistant manager of the 
grocery sales department. 


| ticularly fertile field for exploration 


Meat Firm Names Yarmov 


The 1940 public relations cam- 
paign of Zion Kosher Meat Prod- 
ucts, Inc., New York, will take the 
form of a nation-wide contest to 
name the company’s new skinless 
frankfurter. Jack Yarmov & Co., 
New York, has been appointed to 
handle newspaper, radio and trade 
advertising for the drive. 


Changes Format 


The format of the Traffic World | 
has been changed, a new cover be- 
ing designed and topography im- | 
proved. The price of the magazine | 
has been changed from $10 a year | 
to $15. 


‘Verboten’ Sign 
Looms Large in 
Toiletry Field 


Board of Standards. 
Summarizes Work of 
Trade Commission 


New York, March 7.—Cosmetic 
advertising has represented a par- 


by the Federal Trade Commission, 
according to a summary issued by 
the Toilet Goods Association’s board 
of standards. The Commission has 
done its job so well that hundreds 
of claims formerly made by cos- 
metic manufacturers have been out- 
lawed, not only creating a dilemma 
for the copy men on such accounts, | 


|but for the manufacturers them- | 
selves. 
The Toilet Goods _ Association 


gives the following “partial” list of 
statements which may no longer be 
made about any type of cosmetics: 

Nourish the skin. 

Feed the skin. 

Nourish or feed the tissues. 


Rejuvenate the skin. 
Renovate the skin. 
Revitalize the skin or tissues. 
Re-activate skin or tissues. 


Accelerate chemical changes in | 


the skin. 

Build new or replace old tissues. 

Penetrate the outer layers of the 
skin. 

Dissolve fatty tissues. 

Re-activate glands. 

Restore glands. 

Restore youthful contour. 

tenew elasticity of muscles. 

Give new vigor to muscles. 

Cause wrinkles or crow’s feet to 
disappear. 

Banish lines, blackheads, white- 
heads, enlarged pores, wrinkles or 
crow’s feet. 

Erase wrinkles. 

Overcome’ blemishes, wrinkles, 
blackheads, enlarged pores. 

Prevent clogging of the pores. 

Remove freckles. 

Bleach the skin white and keep 
it so. 

Withdraw toxins from the skin. 

This is only part of the story of 
cosmetics and the FTC, however. 
In several cases the Commission has 
forbidden use of “skin food” or any 
synonym therefor. Use of “non- 
allergic,’ fancy word on _ which 
copywriters have set great value, 
has been forbidden. Finally, the 
Commission has banned claims 
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based on the presence of hormones 
or gland extracts in the product on 
the ground that these elements “are 
not absorbed through the skin in 
therapeutically significant amounts.” 


“Don’ts” for Depilatories 


As indicated, cosmetics lead the 
“verboten” parade. The “don'ts” 
for depilatories are brief, but de- 
cisive: The copywriter may not 
represent that his client’s job ‘“‘de- 
lays appearance of new hair, dis- 
courages growth of any hair, or 
permanently eradicates or perma- 
nently removes hair.” 

The Commission put the “out of 
business” sign on a lengthy list of 
claims for hair preparations. The 
forbidden statements include the 
following: 

Removes, cures or remedies dan- 
druff. 

Ends, cures or stops baldness. 

Cures alopecia. 

Gives new life to the hair. 

Rejuvenates the roots of the hair. 

Stops or prevents falling hair. 

Produces or brings about new 
growth of hair. 

Revives dormant hair roots. 

Forces nature to replace hair. 

Produces or brings about a vital, 


strong or healthy scalp. 
Reaches the cause of all hair 
troubles. 


Then, there’s the dentifrice field. 
A manufacturer of tooth powder or 
paste can say anything except that 
his item “fights decay, removes film, 
keeps gums firm and healthy, as- 
sures white and sparkling teeth, 
prevents decay, keeps mouth thor- 
oughly clean and healthy, assures 


sound teeth.” That is practically 
| all, except that he may not indicate 
' that the product will remove stains, 
| other than ordinary surface stains, 
|or that it will restore brightness to 
|teeth which appear dull because of 
other than surface stains. In one 
other case, a manufacturer of tooth 
powder was forbidden to state that 
a powder is more effective than a 
paste. 


The Eyelash Situation 


The Commission has also policed 
the field of eyelash preparations, 
forbidding a statement that any 
such “promotes growth of eyelashes, 
grows eyelashes themselves, makes 
eyelashes longer, heavier or silkier, 
permanently darkens the eyelashes 
and eyebrows, or permanently 
lightens the eyelashes and eye- 
brows.” 

The board of standards of the 
Toilet Goods Association allowed a 
ray of hope to filter into an other- 
wise dark world with the statement 
| that these claims are not forbidden 
|under all conditions. 

“Under certain circumstances and 
with respect to certain special prep- 
arations,” it said, “some of these 
statements may be _ permissible 
where they are demonstrably true. 
This list merely records statements 
which have been disapproved by 
the Federal Trade Commission and 
on which actual cease and desist 
orders have been issued by the 
| Commission.” 


Betts New Cadillac 
_Advertising Manager 

| Charles H. Betts, assistant sales 
promotion manager of the Cadillac 
motor car division of General 
| Motors Corporation, has been made 
| advertising manager, succeeding 
| Frank J. Denney, who joins Mac- 
| Manus, John & Adams, Inc., Detroit, 
in charge of the Cadillac-LaSalle 
account. 

| J. W. Eberts succeeds Mr. Betts 
las assistant to R. L. Rickenbaugh, 
sales promotion manager. 


‘Hughes Made Chairman 


George A. Hughes, for 23 years 
president of Edison General Elec- 
tric Appliance Company, Chicago, 
has been made cheirman of the 
board, succeeding Willis H. Booth, 
now honorary chairman. A. D. 
Byler, vice-president and general 
manager for 16 years, becomes 
president. R. W. Turnbull, vice- 
president in charge of sales, has 
been made (first vice-president. 
George W. Scott has been re-elected 
secretary-treasurer. 


To Dillingham, Livermore 
Ostby & Barton, Providence, R. I., 


|has appointed Dillingham, Liver- 
more and Durham, New York, to 


‘direct promotion of its jewelry. 
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The sensational favorite... every- 
where! Made from selected grains, 
distillad by experts. 100 proof. 


*235 $120 65° 


FULL FULL HALF 
QuaRi PINT PINT 


Confinental Distilling Corparation, Philadelphia, Pe, 


RITTENHOUSE 


Squw’ SIRAIGHT RYE 
WHISKY 


Other Death Notiees on Page Seventeen 


The only thing unusual about this ad- 

vertisement, which appeared in a Boston 

paper the other day, is the agate line 

at the very bottom, which some inspired 

makeup man inserted as part of the 
copy. 


Freer of FTC to Talk 
to New York Adclub 


As part of the 35th anniversary 
celebration of the Advertising Club 
of New York, the Advertising Fed- 
eration of America will tender a 
salute luncheon March 14 with 
Robert E. Freer of the Federal 
Trade Commission as the speaker. 

Commissioner Freer has declared 
that he intends to utilize the occa- 
sion to attempt to clear up existing 
misunderstandings about the FTC's 
attitude toward advertising. Mr. 
Freer was chairman of the Com- 
mission last year. 


Resigns Sure Account 

Paul Grant, Chicago, has resigned 
the advertising account of Sure 
Laboratories, Chicago. 
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Building is too big a market t 
be served by a single busine 
oaper. Only a group of editor 
pooling their knowledge, con 
tact understanding of 
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INDUSTRIAL PUBLICATIONS, INC. 


|59 E. VAN BUREN STREET, CHICAGO 
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Factors indicative of progress and business are all favorable in Phoenix, 


Pe) 


Arizona. Such barometers as postal receipts, check transactions, employ- 


ie 
Ulf. 


ment, automobile sales, realty sales, etc. chart clear “business weather” for 


PT" 


NOW and in the months of 1940 to come. At present one of Arizona’s big- 


gest industries... winter residents and incoming travel .. . is at peak activity. 


No ag 
ee: 


Such a situation means more spendable income in this gold nugget of western 


markets. It generates a constant force that makes Phoenix one of America’s 


“bright spots” ... It is a signal to national advertisers, eager to increase outlets, 


ye 


that if you want to make sales, advertise where sales are being made! 
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DICK LEWIS, General Mgr. Ky 
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ABC of Radio In Arizona! 
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BOB HALL, National Advertising Manager — Representatives—Williams, Lawrence & CresmerCo. = @ — Representatives—Paul H. Raymer Company 
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March 11, 1949 


Sees Sponsorship 
as New Impetus 


fo Television 
NBC Vice-President 


Tells Implications of 


FTC Ruling 


Chicago, March 5.— Sponsored 
televison, to take effect Sept. 1, will 
give great impetus to public interest 
in this medium, in the opinion of 
Alfred H. Morton, vice-president of 
National Broadcasting Company in 
charge of television. Mr. Morton, 
paying a visit here, discussed recent 
developments in detail at a press 
conference. 

Under the dispensation given by 
the Federal Trade Commission, 
NBC will be allowed to charge 
sponsors only production cost. This 
will vary sharply, according to the 
type of program. Recently, NBC 
has successfully televised basket- 
ball, hockey, indoor track meets 
and other sports events, including 
wrestling and boxing, where produc- 


} 


= — -- 
tion costs are extremely low. Tele-| NBC shifted the afternoon hour 
| vising a drama, on the other hand, | from 2:30 to 3:30. This permits the | 
|children of the family to get in on | 


offers more difficulties. Mr. Morton 
is inclined to think that NBC may 
have to create a stock company to 
stage presentations of this kind and 
one such company may not be 
enough since one afternoon and one 
evening hour daily make up the 
television fare. 


Audience Is Limited 


At present, only 5,000 receivers 
are in operation in metropolitan 
New York. While it is estimated 
that each has an average audience 
of five persons, this potential mar- 
ket of 25,000 does not loom large 
from the strictly marketing view- 
point. 

It is possible that announcement 
of the impending commercial alli- 
ance will increase sale of receivers, 
so that the figure will be much 
larger by fall. In any event, spirited 
competition is expected among ad- 
vertisers for the privilege of being 
first to utilize the new art. 

NBC has made constant surveys 
among the television audience to 
get its reaction to programs. Re- 
sponses from the weekly check have 
run about 50 per cent, indicating 
that owners of television receivers 
take the new form of entertainment 
with great seriousness. It was at 
the request of the audience that 


| proceedings. 


| Intimacy heretofore unknown in | 


| any medium is the keynote of tele- 
| vision, Mr. Morton reported. The 
| combination of sound, sight and mo- 
tion enthralls the audience. As the 
| NBC official put it, “When we tele- 
| vise two wrestlers struggling on the 
|mat, the audience can not merely 
| hear and see them, but can smell 
them!” 


Exhibitors Are Interested 


National Broadcasting Company 
|is giving serious consideration to the 
| possibility of tie-ups with motion 
| picture exhibitors, at least until the 
|cost of receivers is reduced. If a 
' theater or chain of theaters wished 
to stage a championship prize fight, 
|for instance, they could doubtless 
pack the public in. Exhibitors, 
already blaming radio for some of 
itheir ills, are also in a receptive 
mood toward television, and are 
|anxious to have it as an ally, rather 
|ithan as a competitor. Thus the 
| background for expansion in this 
direction already exists. However, 
|Mr. Morton made it clear that the 
| larger screen available in the the- 
later, as compared with the home 
|product, is not as important as 
| might be supposed. 


ae aa = 


HE LIVED A HARD LIFE, BUT 
business was a cinch 


Neolithie Nick made flint arrowheads in Kor 


and they were always in demand. 


$$$ 


competition: no worries 


futures, foreign 
rulings. 
$$$ 


$$$ 


companies and the other on business news 
not casually or once a week, but daily. If they 
don't, they may miss an overnight chance for 


profit or see profits washed away. 


$$$ 


then inject the story of its advantages into this 


You catch the 


daily stream of business news. 


executive in his most receptive and active mood. 


$$$ 


Journal is vour first choice as an advertising 


medium. 


$$$ It gives 


He had no problems of infer-industry 
about 


exchange, or 


Executives must keep one eye on their 


If you have something to sell executives. 


Basically, that’s why The Wall Street 


It is each day's vital business news. 


you, per advertising 


a 


more readers 
executives of 
assets of 


publication 


$$$ 86 per 
their ofheces. 
commodity their desks 


government 


— 


> 


. 


who are active management- 
industrial corporations — with 
over $1,000,000 than any other 


magazine or newspaper, 


vent of its subscribers read it in 


They see your advertising at 


where they buy, where you sell. 


WALL STREET JOURNAL 


Today lite is softer, but business isn’t. 


dollar, 


CFI ° MANAGEMENT 
EXECUTIVES 


at point of sale 
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FACIAL EXCITEMENT Carty Succeeds 


SEE ITI ther goiter orves 
Wee” 00 6 Premewm Concha | 


THEY STAND FIRST IN QUALITY- 


that's the reason Premium Crackers are 
breaking records for popularity 


TS not eurpremng thet Premoum Crackers 


onlre shortening 
periact baking superd packaging and rapid, 
frequen! Selivenes to asmure freshness 

Buy Premnum Crockery today Gree them « 
fegvier place on your tebie Enjoy thew det 

out Raver between meals with milk and 
spreads All your family will agree they re more 
Lempnng in every wey 


PREMIUM’ CHACKERS A PRODUCT OF WATIOMAL BISCUIT COMPANY | 


Close-ups of unusual facial expressions | 
feature the new Premium cracker cam- | 
paign of National Biscuit Company which | 
will run in 450 newspapers. Both men | 
and women are used, and all pictures | 
carry the dotted line to the cracker. 


Advertiser Acts 
as Peacemaker in 


War Over Shorts 


Lexington, Mo., March 6.—A sec- 
ond battle of Lexington seemed 
ready to start in this quiet com- 
munity recently, when Col. Lester 
B. Wikoff of Wentworth Military 
Academy here issued an unexpected 
ukase positively banning women 
clad in shorts from the school golf 
course, | 

Unmoved by threats and pleas of | 
feminine residents who are shapely 
enough to prefer golfing in abbrevi- 
ated garments, the colonel insisted 
that he wanted the cadets “to keep 
their minds on their golf,” and that 
the ban on shorts would be vigor- 
ously enforced. 

The happy ending was supplied 
by Corbin’s Second Hand Store, 
which seized the opportunity to re- 
print the notice of the ban in an 
advertisement in the local daily, 
with this startling message: 

“Girls! Bring in your shorts and 
let us make you an offer on them! 
It looks like they’re outlawed. We 
buy and sell anything!” 


~««» Rock as Head of 
| ‘Media Records 


New York, March 7.—Patrick L 
Carty, general manager of Medias 
Records, Inc., has been elected 
president, succeeding the late 
Charles E. Rock. William D. Nugen: 
was named vice-president and wil! 
continue as director of sales. 

Associated with Media Records 
since its establishment in 1928, Mr. 
Carty was previously with Gillette 
Safety Razor Company togethe: 
with Mr. Rock. When the idea of 
launching a national linage bureau 
was conceived, Mr. Carty was as- 
signed the job of standardizing and 
perfecting the measurement and 
accounting system adopted by Media 
Records. As business manager and 
later as general manager he was in 
charge of all production. He wil! 
continue with this assignment in 
his new post. 

John Halpin has been appointed 
controller, assisting in the manage- 
ment of the production department 
He and C. A. Birmingham, treas- 
urer of the company, are executors 
of the Charles E. Rock Estate. 

Harry S. Rock, Frances E. Davis, 
Leonard H. Collins and Edward J. 
Raleigh will continue as managers 
of the New York, Columbus, Chi- 
cago and San Francisco offices, re- 
spectively. 


Taylor Wine Set 
for Pre-Easter 
Magazine Drive 


Hammondsport, N. Y., March 6 
—Pre-Easter advertising of the 
Taylor Wine Company is breaking 
this month in three national maga- 
zines, it was reveale? here today, 
but major promotional efforts wil! 
await the arrival of the fall selling 
season when Taylor will introduce 
a new champagne. 

March issues of Collier’s, Cos- 
mopolitan and Life will carry Tay- 
lor copy, featuring the “captured 
flavor” slogan. Collier’s copy wil! 
be in a wine color, while the column 
in Life will continue the tie-up 
begun last fall with the Society of 
Amateur Chefs. 

The recipe book offered in adver- 
tising has been redesigned and now 
includes concoctions favored by th 
Amateur Chefs. A new series of 
point-of-sale helps has also been 
prepared for dealers. Taylor ad- 
vertising is handled by Moser & 
Cotins, Utica. 


Ellen Pennell Named 
to New AGMA Post 


Associated Grocery Manufactur- 
ers of America has appointed Ellen 
Pennell as director of consume! 
relations. She will work closely 
with the 14 women comprising the 
AGMA consumer committee in 
carrying out the five-point progran 
adopted at the recent convention. 

Miss Pennell was formerly asso- 


‘ciate editor of Country Home and 


| Joins “Home News” 


Lester L. Wolff has resigned as 
sales and advertising manager of 
Hennafoam Comporation, New 
York, to join the advertising staff | 
of the Bronx Home News, New| 
York. He will handle national drug 
and liquor classifications. 


Surrey to Jasper, Lynch 

John Surrey, Ltd., New York, has 
appointed Jasper, Lynch & Fishel, 
New York, to direct advertising of 
its pipes and tobaccos. Newspapers 
will be used. 


previously held a similar post on 
Successful Farming. Before that. 
she was home economics director at 


| Iowa State College, Ames, Ia. 


Herbert Drake Appointed 
Herbert G. Drake, formerly 
Western sales representative f 


| True Story, has been appointed as- 


sistant promotion manager, succeed- 
ing Leo P. Bott, Jr., resigned. He 
will be located in New York. W1!- 
liam H. Bingham, formerly wi! 
Celotex Corporation, Chicago, 

places Mr. Drake on the sales staff 


—Tt 


TO REACH 


HE SMALL TOWN MARKET 
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ADVERTISING AGE 


Fancy Chicago being ANONYMOUS. 


Rather neat—this business of having a name for every- 
thing, don’t you think? Otherwise we'd all be getting 
off at the wrong stations, venting our emotions on the 


wrong people, serving each others’ jail sentences, and 
g g J 


getting into all manner of difficulty. 


Imacine, for instance, getting cyanide when 
what you really wanted was quinine; or finding 
your nut sundae full of chopped cabbage and 
Epsom salts; or discovering that all the checks 
for last month’s insertions had come in from 
your clients — unsigned. 

And yet there are those who insist that every- 
thing be on an /ncognito basis. 

If brands mean nothing, then why waste money 
on dyes—why not eliminate the red stripes, and 
the blue field where the stars are? A white flag 
would cost less and /ast just as long! What if the 
world does think white means “surrender”? For- 
get it! That’s an old inhibition, too! 

* ok * 
It is the way of man that he behaves better at high 
noon, with everybody looking, than he does at 
night, in a dark alley. And the same is true of 
merchandise. 

Brands on merchandise do certain specific 
things for the consumer: 

— they enable him to come back again and again 
for the preferred thing. 

— they hold the maker publicly and conspicu- 
ously responsible, thus giving the buyer a come- 
back, in case the merchandise falls down. 


Why Brands? 


— then, too, branded merchandise is more likely 
to be made and sold in greater volume, meaning 
economies all along the line, which can be, and 
for the most part are, passed on to the consumer 
in the form of lower price. 
— the practice of branding merchandise is in no 
small way responsible for the much- vaunted 
“higher standards of living” which this country 
alone enjoys. 
* * * 

Newspapers, too, have names, enabling you to 
call again and again “‘for the preferred thing.” 

One of the staunchest and most respected names 
in the newspaper field is THE CHICAGO DAILY 
NEWS—a name most advertisers remember, when 
it comes time to burn a brand into the conscious- 
ness —or shall we say the swbconsciousness of 
Chicago’s more potent people. 

This Newspaper is particularly effective at getting 
sales things done for you—as proved by the fact that 


In 1939, The Chicago Daily News carried more 
General Advertising than any other evening Newspaper 
in the United States ; and—barring Alcoholic Beverage 
Advertising, which it does— more General Advertising 
than any other Newspaper in the country— morning, 


evening or Sunday. Linage Source: Media Records, Inc. 


THE CHICAGO DAILY NEWS 


Chicago’s HOME Newspaper - With the most valuable circulation in the city 
» 


DAILY NEWS PLAZA, 400 West Madison Street, CHICAGO 
NEW YORK OFFICE: 9 Rockefeller Plaza + DETROIT OFFICE: 4-119 General Motors Building + SAN FRANCISCO OFFICE: Hobart Building 
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Howard Offers Elects Laughton Head Tailor-Made Copy newspapers receive the largest 


$100 for Slogan 


Howard Publishing Company, 
Chicago, publisher of American 
Paper Merchant and other papers 
in that field, is offering $100 for the 
slogan best emphasizing the need of 
merchandising leadership in the 
paper industry. 

The contest closes May 1 


Kivlan loins Hotel 


Frank J. Kivlan, formerly promo- 
tion director of the Chrysler exhi- 
bition at the New York World’s 
Fair, will supervise publicity and 
promotion activities for the Hotel | 
Pennsylvania, New York. 


Watson B. Laughton, who recently 
resigned as superintendent of the 
Cuneo Eastern Press of Pennsyl- 
vania, was elected on March 1 as 
president of McLaughlin Bros., Inc., 
lithographing concern of Spring- 
field, Mass., affiliated with Milton 
Bradley Company, toy and game 

makers. He succeeds E. O. Clark. 


Two Name Raenes 


Sidener & Van Riper, Inc., In- 
dianapolis, has been appointed by 
U. S. Machine Corporation, Leba- 
| non, Ind., maker of Winkler stokers, 
| and Mayflow er Warehousemen’s As- 
| sociation, Indianapolis. 


Studebaker Hope 
in Spring Drive 


South Bend, Ind., March 7.—By 
gearing its offerings to buying 
power of its audience, Studebaker 
Corporation expects to direct 26 
strong impressions on every one of 
the 8,000,000 Americans who can 
afford new cars. This estimate of 
the spring campaign was given by 
George D. Keller, vice-president in 
charge of sales, following a series of 
regional sales meetings. While 


for the thirty-eighth time! 


Every MONTH for over three 
years...thirty-eight consecutive times 


with never a miss!...advertisers have 


placed more national 


business on KNX than on any other 


Los Angeles network 


During the first two months of 
1940, for example, KNX has been 
setting the pace with 99 more of 
this business than Station B...1 
more than Station C 
more than Station D! 


Placed always in the lead, by 


and local spot 


station! 


- 
’ 
Io 


...and 66% 


advertisers who are free to choose 
any Los Angeles station regardless 
of its network affiliation, KNX has 
consistently demonstrated its ability 
to produce results. 

And you get these results wher- 
ever, in Southern California, you 
do your selling... because with its 
50.000 watts KNX extends its au- 
dience dominance* not only over 


Los Angeles proper, and the Metro- 


politan Trading Area, but through 


*By every competent survey if 


all this vast, rich market. 


im ee ee 


7] if aa Los ANGELES . ee WATTS 


COLUMBIA'S STATION FOR ALL SOUTHERN CALIFORNIA 


OWNED AND OPERATED BY COLUMBIA BROADCASTING SYSTEM « REPRESENTED 


BY RADIO SALES: New York, Chicago, Detroit, Charlotte, N.C 


.. Los Angeles, San Francisco 


share of the spring appropriation, 
magazines, radio and screen adver- 


tising will also be employed ag- 
gressively. 
Each Studebaker advertisement 


will appeal to a selected audience. 
Special copy on the Commander 
will run in such publications as 
Esquire, National Geographic, News- 
week and Time. A campaign on the 
President will run in Fortune. The 
Champion will be advertised con- 
sistently in large circulation maga- 
zines, with the economy story given 
the foreground. 


Big Newspaper Schedule 


The newspaper schedule will em- 
brace 1,500 dailies and the rotogra- 
vure and magazine sections of 60 
Sunday papers, plus full color pages 
in This Week. 

A lively 15-minute transcribed 
show featuring Richard Himber’s 
Studebaker Champions made its 
debut last Sunday on 88 radio sta- 
tions. Dramatized messages from 
Studebaker craftsmen comprise the 
commercials. 

Studebaker will cooperate with a 
candy manufacturer in using 1,250 
picture theaters as part of a safety 
campaign. In addition to the four- 
color page featuring the Champion 
in the May issue of Woman’s Home 
Companion, Studebaker will reach 
motorists of the future with an edu- 
cational campaign in American Boy. 
Roche, Williams & Cunnyngham, 
Chicago, is the agency. 


Launch New Kansas 
Network March 16 


Formation of the 
State Network, affiliated with the 
Mutual Broadcasting System, has | 
been completed at Wichita by rep- 
resentatives of four Kansas and one | 
Missouri radio stations. Attending 
an organization meeting were Herb 


Hollister, K. W. Pyle and H. K. 
Lindsley, KFBI, Wichita; R. J. 
Laubengayer and N. E. Vance, 


KSAL, Salina; S. B. Warren and 
K. W. Trimble, KTSW, Emporia; 
Miss Helen Townsley, KVGB, Great 
Bend, and Don Davis, WHB, Kan- 
sas City, Mo. 

The new network will begin oper- 
ation March 16, with the exception 
of KFBI, to join about May 1, when 
the Abilene station will move to 
Wichita. 


Horlick’s Names Alter 
Advertising Manager 


S. A. Alter, manager of the mer- 
chandising department of Horlick’s 
Malted Milk Corporation, Racine, 
Wis., has been appointed advertis- 
ing manager in addition to his pres- 
ent duties. 

He replaces D. A. Ivins, 
signed in ecemner. 


“Seed World” in n ABC 


Membership of Seed World, bi- 
weekly business paper of the gar- 
den, flower and field seed industry, 
has been approved by the Audit 
Bureau of Circulations. 


Mackubin Joins WFBR 


George Mackubin has joined the 
sales promotion staff ‘of Station 
WFBR, Baltimore. 


who re- 


new Kansas | 


Johnson Tells 
of New Jobs for 


Insurance Admen 


New York, March 6.—One of the 
major jobs facing life insurance 
advertising is to make policyholders 
realize that they have a major stalk, 
in the insurance business, Holgar J. 
Johnson, president of the Institute 
of Life Insurance, told the Eastern 
Round Table Conference of the Life 
Advertisers Association at its meet- 
ing at the Hotel Pennsylvania here 
yesterday. 

Mr. Johnson declared that adver- 
tising must be used to teach policy- 
holders that it is their savings which 
constitute the assets of life insur- 
ance companies and that any attack 
on these assets is really an attack 
on their own security. 

Another job for which advertis- 
ing should be used is to call atten- 
tion to the fact that life insurance 
has almost universal acceptance. He 
pointed out that 64,000,000 people 
own and depend on life insurance. 

Another role suggested by the 
speaker for life insurance advertis- 
ing men is to see to it that the per- 
sonnel within the business make it 
their duty to stay close to the pub- 
lic by means of personal contact. 
Only in this way, he said, can lif 
insurance determine what are the 
public’s desires and then respond ¢ 
them. 


Hearings Stressed 


Along with the other speakers o: 
the program—M. S. Rukeyser, busi- 
ness writer for the New York Jour- 
nal & American; Clark R. Pace, 
| financial editor of Business Week, 
j}and cartoonist Don Herold—Mr 
| Johnson stressed the importance of 
the insurance hearings in progre 
in Washington under the auspice 
of the Temporary National Eco- 
nomic Committee. 


Senator O’Mahoney, committee 
chairman, has tried to keep the 
hearings fair and impartial, Mr. 


Johnson said, but the inferences 
arising out of the proceedings indi- 
cate the need of a better under- 
standing between the public and its 
life insurance companies. 


100-Year-Old Store Uses 
103-Year-Old Newspaper 


The Godchaux store, New Or- 
leans, celebrated its centenary 
March 1 with a 16-page section of 
editorial and advertising matter in 
the 103-year-old New Orlean: 
Times-Picayune. The news material 
was prepared by the Times-Pica- 
yune editorial staff, while the ad- 
vertisements were prepared under 
the direction of Tilden Landry, ad- 
vertising manager of Godchaux’s 

The Times-Picayune used the oc- 
|casion to run a full-page institu- 
tional advertisement, marking the 
fact that the two institutions have 
grown up side by side over a period 
of a century. 


Sharts Opens Agency 

| Frank W. Sharts has organized 
jan advertising agency at 156 69th 
| street, Brooklyn, specializing in 
| radio advertising. 


UNDERWOOD & UNDERWOOD 


319 €. 44th ST., N.Y. C. 
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Neither Myopia, nor Hyperopia, 


nor Astigmatism 


-_ BASIC DEFECTS of editorial vision can 
easily afflict organ of public information... 


MYOPIA—the shortsightedness that comprehends lit- 
tle beyond the domestic scene, naively envisioning 
our land as a self-sufficient, tight little isle. 


HYPEROPIA—the farsightedness that is so preoccu- 
pied with what’s happening over the horizon that it is 
scarcely aware of tremendous things astir at home. 


ASTIGMATISM—the distorted perception that results 
from eyeing all subjects from too partisan, too sec- 
tional, too romantic a viewpoint. 


LIFE, from its inception, has attempted to keep 
refreshingly free from any such faults of focus. It has, 
in fact, brought into being not only its own completely 
new picture-and-word editorial technique but also a 
completely new editorial viewpoint. And it is this 
unique viewpoint which has made of LIFE’s news- 
camera a penetrating, all-seeing eye with a brain! 


he 


«<* ~~ 
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FROM LIFE'S COVERAGE OF THE SECOND WORLD WAR 


For instance, in covering the biggest news in the 
world—the War—LIFE foreswears both whole-hog 
sensationalism and superficial sugar-coating. It re- 
veals this great human tragedy with vividness, clarity, 
and objectivity, illuminates history-in-the-making. 
And, even more important, LIFE functions as an eye 
that looks two ways at once—it sees and reports the 
conflict as waged 3,000 miles away . . . and at the same 
time sees and interprets the inescapable impact of that 
conflict on present-and-future American living. 

It would be, however, evidence of defective editorial 
Vision to let the war monopolize LIFE’s attention. 
So, LIFE’s new editorial technique continues to serve 


as the most lively, understandable means of helping 
Americans to comprehend and enjoy intelligently the 
land they live in. 


For instance, in LIFE’s absorbing pages, readers 


chug 1350 miles with a pretty yachtswoman down the’ 
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LIFE SAILS DOWN THE INLAND WATERWAY 


exciting Inland Waterway .. . and later go to a Bingo 
Party in Lowell, Massachusetts, where 3,800 mer- 
chants, mothers, mill hands, reliefers, every week play 
America’s No. 1 indoor game. They see, as only LIFE 
can show, the screwball publicity gags of Venice, 
California, most eccentric community of an eccentric 
state .. . and the gloomy pall of a “blacked out” 
American city—St. Louis, the smoke-ridden. 


It is an exciting and enriching experience to follow 
in LIFE’s color pages the contributions America’s 
outstanding painters are making to a genuine 
American Art. It is healthful culturally, too, to be 
kept up-to-date, via LIFE’s picture-and-word reviews, 
on the latest movie or play. 


And, whether it is reporting a college houseparty, a 
Revenue raid on Southern moonshiners, the terrible 
trek from the Dustbowl, or presenting a photographic 
essay on the great Northwest, LIFE provides an ab- 
sorbing, continuous course in how our fellow-citizens 
live. People are discovering more and more that its 
advertising pages, too, are an interesting, integral 
part of the entire informative, illuminating cross sec- 


Se te en remem settee hte eee 


tion of modern American living that is LIFE. 
Come Mars or high water, LIFE is dedicated to the 
proposition that its vigorous, new-age journalism en- 


"LIFE GOES TO A PARTY" 


tails a high obligation. It is the obligation to inform 
many millions of Americans*—in LIFE’s own unique 
and modern way—about a// things that color and 
shape modern American living. 


LIFE, as ‘‘America’s Most Potent Editorial Force,” 
directs that force wholeheartedly toward effecting a 
truly enlightened America. 


For an enlightened America is the world’s 
greatest hope! 


“ a 


*Latest figure—19,900,000 audience each week— 
scientifically established and reported by LIFE’s Con- 
tinuing Study of Magazine Audiences. 
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Magistrate Helps 
‘Smuggler’ Avoid 
Manhattan Jail 


New York, March 7.—Efforts by 
city tax officials to prevent com- 
muters from purchasing tax-free 
cigarettes in New Jersey were suc- 
cessfully opposed here Monday for 
the first time by a Westchester 
County salesman, with material as- 
sistance from Magistrate Edgar 
Bromberger, who heard the case. 

Jack T. Farris, food products 
salesman of Larchmont, was haled 
into court a week ago as a tax 
dodger for purchasing two cartons 
of cigarettes in Jersey. Magistrate 
Bromberger persuaded him to plead 


not guilty. The defendant was dis- 
missed on a technicality, after the 
assistant corporation counsel trying 
the case was chided by the court 
for several errors of procedure. The 
question of whether a non-resident 
of the city may carry untaxed cigar- 
ettes through town without risking 
arrest as a smuggler remained un- 
answered. 

Mr. Farris was represented by 
Walter Hollis, who is associated 
with Mitchell B. Carroll, interna- 
tionally known tax expert. Mr. 
Carroll is representing Kenneth C. 
Crain, member of the New York 
staff of ADVERTISING AGE, whose test 
case over his arrest for cigarette 
“smuggling” has been postponed 
five times. The next hearing date is 
April 11. It may be postponed. 


—— 


rosion test, sulphur content, vapor 
pressure, gum content, octane num- 
ber and distillation range for motor 
fuel sold in New York would be re- 
quired under a measure, amending 
the general business law, introduced 
in the state legislature. Another 
bill provides that where a seller 
labels canned, packaged or bottled 
food products for human consump- 
tion there is an implied warranty to 
the ultimate consumer as to its fit- 
ness. 


WNEW Asks FM License 

Station WNEW, New York, has 
filed application with the Federal 
Communications Commission for a 
license to operate a frequency mod- 
ulation transmitter at Carlstadt, 
N. J 


Allis-Chalmers 
Letter Form Gives 
Tips on Pictures 


Milwaukee, March 5.—An un- 
usual letter form has been de- 
veloped by Allis-Chalmers Mfg. 
Company, Milwaukee, for use on 
all correspondence relating to pho- 
tographs of company equipment. 

The special form contains more 
than a dozen excellent suggestions 
for obtaining the best photographic 
results and is_ illustrated with 
sample views of “pictures we like,” 


MBS SALES HEAD 


Edward W. Wood, Jr., newly appointed 

sales manager of Mutual Broadcasting 

System. He had been sales manager o} 
WGN, Mutual's Chicago outlet. 


plus an assortment of rejected “pic- 
tures we don’t like.” Explanatory 
captions point out the practical and 
artistic virtues or faults in every 
case. 

Among Allis-Chalmers’ 
tions to photographers are: 
“Equipment should be shown in 
use, and picture should show what 
kind of work it is doing, if possible. 
“Human interest is highly impor- 
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tant in our pictures. A man at work ma 
helps to show how the machine is fc 
used, its relative size, as well as E 
give the desired human _ interest. " 
The man should not be in the fore- o 
ground too prominently and should : 
not be looking at the camera. Ob- te 
viously posed pictures are not de- " 
sirable. ad 
Get Model Release SI 
“Get model release on each per- dl 
son photographed. pi 
“Unusual angles. At the pho- | ti 
tographer’s discretion, bird’s eye or hi 
worm’s eye views sometimes pro- : Cé 
vide novel and dramatic pictures. | al 
“Where there are a number of | 
units in a line (as motors), show R 
closest one in good detail, and let be 
the others come as best they will 
“Interesting backgrounds always NV 
Xr e on d e r & > h ro | ri help to make good pictures better. 
t “Where machinery is protected by - 
» a a guards that hide equipment, take ti 
any National Ma azine | a] pictures both with guards and with- of 
g bad ; out (if it is possible to have them m 
‘ removed). C 
’ r “Frequently equipment is covered al 
Here S the a-b-c of it. a) with dirt or has other material piled v 
% in front of it. A clear view, of | 
; ; : 5 course, is essential. But it is not 
In Omaha, The Family Circle goes into 36% more homesthanany | ae aaa ie deen uo the S 
woman’s monthly magazine. equipment itself since appearance 
¢ may show the severe work it is : 
: : : . s of leadir — doing. 0 
It is brought into these homes by housewife-customers returning © enine Saree epee “Get all the facts you can about = 
from their Friday or Saturday shopping tours in any one of 28 7 a sauiiiay poctermennms tate, ‘ 
chain grocery stores. = THE FAMILY CIRCLE 11,700 obtainable (savings in operating | 
' Women's Monthly Magazines —— increased capac- 
a These customers, being housewives and active shoppers, are un- @ © Woman's Home Companion _—_8,600 “Try to get two or three views of 
od » aol ° : M _ iI’ 7 > Se > j i rent 
Ae usually advertising-conscious. Reader studies have repeatedly ~ at in the same unit from diff 
> £ q h high q es Good Housekeeping 7,467 angles. 
Bear confirmed their high attention to advertising. % Ladies’ Home Journal 7,373 
aie | ——<— — — —— ae ee ee ee ee ee oe ee ee 
P ! 
And they read The Family Circle every week, for no other reason a Weekly Magesines — } 
. . . I erty Ae | 
than that they find its contents always enjoyable. Collier's 8.565 1 bye 
' , ’ : . Saturday Evening Post 8,395 2 ns B | 
The Family Circle is the only woman's magazine etoun noses iy ; 
° ° ° ° ° In these citi 50,000 Sulation o — oe 
that makes available to advertisers this combination a See Cee Sh eee Conran oF ' belpleretanenlt | 
i more, The Family Circle goes into more 1 mote ae ?73¢ | 
i 5a 4 s ft n nN iON ommered lvoe ad = 
: of unusually heavy coverage, 100% housewife-cus- homes than any national magazine. Jats 
, , , hoe Berkeley Philadelphia fessm 
tomer readership, and high observation of advertising. Chester, Pe. Rieiteiah Coun. i>" | 
Cleveland Pueblo 1 
f The cost is only $2800 a page . . . or $36,400 for a full year’s cam- Dallas Richmond l 
og ° . Denver Sacramento 
paign of 13 full-page advertisements . . . to reach 1,400,000 cus- El Paso Salt Lake City I. 
a tomer-families .. . concentrated in your best markets. Fort Worth San Diego 
Fresno San Francisco B Y c R Y S T AL 
Little Rock San Jose 
THE FAMILY CIRCLE} = ~— : 
, Los aoe Spokane ; COMPLETE SERVICE i 
si “ Oakland Tacoma H UNDER ONE ROOF 4 
' Every reader a customer Oklahoma City Tulsa g COUNSEL - DESIGN « FABRICATIO ' 
Omaha Washington 
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OFFERS GUARANTEE 


aseenees LOWEST PRICED FULL-SIZE CAR. 
HAS A THREE FULL YEAR OR 


100,000 MILE 
pod 


emesing new policy .. — >. ppc President of 
Cute Qvertend Meters im. gverentee of 
100 000 miles. or three full macnscir > eon 940 wis Willys 
end commercial cors—@ remerkable tribute te © greet mem cor! 


ervey oF mporien: 06-01 
1, mers One 10 1s SOuem = she Cimere 


AMERICAS WO.1 FULL-SIZE ECONOMY CaR 
WILLYS ILLINOIS COMPANY 


eenges Aremee ot 200 Street Teteprene CALumet B108 


Sensational new three year or 100,000 

mile guarantee announced by Willys in 

current advertising. Details are not 
given. 


Delco Doubles 
Promotion for 
Automatic Heat 


Rochester, N. Y., March 6.—Ad- 
vertising of the Delco Appliance 
Division of General Motors will be 
twice as extensive this year as last, 
following a record-breaking year, 
E. O. Wolf, advertising and sales 
promotion manager, revealed here | 
this week. 

Plans for the new campaign con- | 
template year-round activity, the | 
newspapers getting the bulk of the | 
advertising appropriation. Larger 
space will be used in the East, Mid- | 
dle West and West, where the com- | 
pany now has complete distribu- | 
tion facilities. The Delco Heat line | 
has also been enlarged, so that it | 
can now supply automatic heat for | 
any type of fuel. | 

Stewart, Hanford & Casler, | 
Rochester, is the agency, with L. A. 
Casler the account executive. | 

_ | 


Martinez Resigns 

A. M. Martinez, identified with] 
export sales promotion and adver- 
tising for 15 years, the last seven 
of which were as vice-president and 
manager of the Conquest Alliance | 
Company, New York, has resigned | 
ind gone to Mexico on a business | 
trip. He plans to return to Ne AW | 


or} 


Shoe Polish to McC-E 

Enrique Schuster & Cia, Buenos 
Aires, has appointed the local office 
of McCann-Erickson to handle its 
shoe polish advertising in Argen- 
tina 


Just Published 


PRODUCT 
STANDARDS AND 
LABELING FOR 
CONSUMERS 


By Alice L. Edwards 


or 10 years, Executive 


American Home E¢ 


r . . 
; Secretary of 
onomics Association 


As producer, distributor, or consumer 
—how can you participate profitably 
in the establishment of new standards 
which concern you directly or indi- 
rectly? What stand shall you take? 
What have you to gain? What are || 
he possible difficulties? How shall || 
you handle them? 
These are the kind of questions this 
constructive new book will help you to 
answer more effectively. It gets be- 
hind immediate pros and cons of the 
standards and labels question, shows 
what CAN be done in the way of co- 
Operative development of product 
st anderds and informative labeling by 
Studying the results of what actually 
HAS been done. 
Covers scores of points like these: 
Mandatory vs. voluntary standards. 
M lern agencies and procedures for 
heir development. Legislation. Forces 
Projecting the consumer into the 
Standards and labels picture. Checks 
> insure the soundness of standards. 
Where standardization and informative 
abeling help to increase distribution } 
efficiency, cut sales friction, 
check unscrupulous competitors. | 
Order from | 


THE RONALD PRESS COMPANY 
15 East 26th St. 


New York, N.Y. | 


John J. 


Owned and Operated by the Wood- 


Agency Adds Four 


Advertising Associates, Inc., new 
advertising agency in Charlotte, 


N. C., has added four new persons | 


to its staff. They are Conrad Fred- 
erick Smith, formerly with Morse 
International, Inc., and Vick Chem- 
ical Company, New York, who be- 
comes head of the copy department; 
Dorothea Conne, who will be radio 
director; J. Wallace Tonissen, and 
E. E. Heller, in charge of the art 
department. 


Globe Appoints Osborn 


Paul Osborn, formerly with De- 
troit Vapor Stove Company, has 
been appointed district sales man- 
ager for the Globe stove and range 
division, Globe American Corpora- 
tion, Kokomo, Ind. He will direct 
sales activities in the major mar- 
kets of Ohio and part of Kentucky. 


Standard Sanitary 


Uses 1,500 Dailies, 


Five Magazines 


Pittsburgh, March 
Radiator 


6.—American 
and Standard Sanitary 


in total circulation in its spring 
advertising program, according to 
Richard B. Nash, vice-president in 
charge of publicity. 

The initial advertisement will ap- 
pear the week of March 18 in 1,522 
newspapers in 1,345 major cities in 
every state of the Union. 

In addition, the same advertise- 
ment will appear in the April issues 
of American Home, Better Homes 
and Gardens, 


Corporation will set a record high | 


House Beautiful, 


House and Garden, 
Farming. 

As usual, the advertising program 
will be devoted to the heating and 
plumbing contractors of the nation 
—principal sales outlets for the 
company’s products. Copy in the 
initial advertisement stresses the 
fact that American heating equip- 
ment and Standard plumbing fix- 
tures can be purchased to meet any 
requirement. 


and Successful 


Institute Stamp Plan 

Distribution of surplus food stuffs 
to relief recipients under the fed- 
eral food-stamp plan will begin in 
Pittsburgh March 15. It also has 
been announced that two dollars 
worth of cotton commodities may 
be bought with every relief dollar 
if stamps are used. 


Distillers Under Fire 


United Distillers Products Cor- 
poration, Amston, Conn., is charged 
by W. S. Alexander, administrator 
of the Federal Alcohol Administra- 
tion, with disseminating by mail 
various false advertisements in con- 
nection with a number of its prod- 
ucts in violation of the FAA act. 
As a result proceedings have been 
instituted against the corporation's 
importer’s, distiller’s, rectifier’s, 
warehousing and bottling, and 
wholesaler’s basic permits. 


Renews Account 

Directors of the Cape Cod Cham- 
ber of Commerce have reappointed 
Badger & Browning, Inc., Boston, 
to direct the Cape’s recreational ad- 
vertising. Metropolitan newspapers 
and national magazines will be used 
again this year. 


Loni forget Ye front wheel 


Carerut, mister, you'll bust a sprocket! 


Remember, it takes two wheels if you're par- 


ticular where you’ 


arrive. 


To “go places” in 


re going and when you 


the rich Omaha market, 


you need one wheel in the corn-and-hog belt 


of western lowa and the other in the live- 


stock and packing centers of Nebraska. 


Gillin, Jr... Manager . 


men of the World Life 
Society . 
Representatives... On thy b 
Red Network Write 


prehensive Surveys and Maps 


Insurance 


. John Blair & Company, 


for Com- 


The 


Omaha market is bisected by the Missouri 


river—and comprises parts of six states. 


This is almost exactly the coverage of WOW! 


With 5.000 watts, full time, on: 


990 kiloeyeles, 


WOW is a two-wheeled bike that covers the 


Omaha market as no other station can. If 


you want the Omaha market, you want WOW. 


5.000 Watts Day and Night on 
590 KC Covers the Omaha Market 
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The Value of Consistency 


In 1938 the Coca-Cola Company 
reported net earnings of more than 
$23,000,000, for the best year in the 
company’s history. Just the other 
day the company reported net earn- 
ings for 1939 of $27,230,000, an in- 
crease from $5.94 per share in 1938 
to $6.81 per share last year. 

Last week Price Gilbert, Coca- 
Cola’s vice-president in charge of 
advertising, answered for Chicago 
advertising men the recurrent ques- 
tion: How do they do it? 

The answer, as Mr. Gilbert gave 
it, is amazingly simple. “We just 
keep knocking at the customer’s 
door, every day, every week, year 
in and year out, day and night.” 

Just as simple as that. No effort 
to be the biggest advertiser in any 
medium, no conscious desire to cre- 
ate a “really outstanding” campaign, 
no super-clever copy ideas, no rip- 
snorting contests or premium offers. 
Instead, a constant, insistent knock- 
ing at the door, reiterating one basic 
theme, telling the story of the pause 
that refreshes over and over again, 
never getting too brash or too high 
pressure, varying the details so as 
to avoid monotony, but sticking day 
after day and year after year to the 
one basic theme. 

Of course it isn’t as simple as all 


Rising to the Occasion 


The Toilet Goods Association, 
analyzing complaints and cease and 
desist orders issued by the Federal 
Trade Commission against cosmetic 
and toilet goods copy, list scores of 
advertising standbys in this field 
which are now outlawed from copy, 
unless their actual truth can be 
demonstrated to the complete satis- 
faction of the FTC. 

At first glance the lengthy list 
seems to include every claim ever 
made for any cosmetic or toilet 
preparation. No cosmetic may longer 
claim that it nourishes the skin, 
revitalizes tissue, renews elasticity 


: 
of muscles, erases wrinkles or ban- | 


ishes 


blackheads, whiteheads, en- 
larged pores, or anything else. No} 
depilatory may announce that it 


permanently eradicates or perma- 
nently removes hair. And so it goes. 

The prohibition, of course, is not 
absolute. 


truth can be sustained, and varia- 


tions of many of them may and_/|§ 


perhaps are being used. But just 


the same, publication of such a list | 


of forbidden claims ten years ago 
would have thrown the entire 
industry, plus the copywriters and 
the media men, into a complete 
frenzy. 

No one would have believed that 


Any of the above state- | 
ments may be used provided their | 


that, as even Mr. Gilbert might ad- 
mit if pressed. Knocking at the 
customer’s door frequently and at 
closely spaced, regular intervals is 
the biggest part of the story; but 
following through on every adver- 
tising and merchandising idea, and 
being alert and alive enough to 
capitalize on every idea that will 
stimulate sales or widen. distribu- 
tion, are equally important. 

Coca-Cola thinks it does very | 
little that makes advertising or mer- | 
chandising news, and day-to-day 
news of advertising and merchan- 
dising developments in the com- 
pany is notable in the merchandis- 
ing press principally by its absence. 
Coca-Cola just keeps on knocking 
at the customers’ doors, doing a big 
advertising job, but not the biggest; 
utilizing every advertising and sales 
tool it can lay its hands on, but sel- 
dom very spectacularly; nursing its 
merchandising and its distribution 
machinery along as carefully as a 
mother guards her young; and sell- 
ing more Coca-Cola and making 
more money year by year, in spite 
of the return of hard liquor, the 
growth of competition, the general 
business situation, and everything 
else. 


| Maybe it’s a good system. 


HUBBY IS GETTING A LITTLE SKEPTICAL 


a 


—The Elks Magazine 


“Well, what's the surprise this time? Don't tell me we're having canned toast!" 


eta 


Ad-libbing 


Saga from Cincinnati 

“Well then, young man, to come 
to the point at once, I feel it my} 
duty to inquire the meaning of your | 
very marked attention to my daugh- | 
ter.” 

“Meaning! Gracious powers!” 

“Yes—-the meaning. What, I say, 
is the meaning of this lending of 
books, presenting of flowers, writing 
in albums and such like stuff?” 

“Stuff?” 

“Come, come, Master Montague. 
Your attentions to my daughter, al- 
low me to say, are most unpleasant, 
and can only have the effect of per- 
haps preventing her from being 
comfortably settled in life.” 

This was front page news in the 
Spirit of the Times when this 
worthy newspaper made its bow in 
Cincinnati, April 25, 1840. The same | 
edition will appear again, in fac- 
simile, when the Cincinnati Times- 
Star celebrates its hundredth year | 
next month with a special edition. 
News was apparently scarce in the 
earlier days, for the “Trials of the 
Heart,” from which the above para- 
graphs were taken, took up almost 
all the front page. 

Advertisements 


included several 


with all these familiar props taken 
from the scene, any sort of show 
at all could have been produced. 
No one, least of all those who pro- 
duced and paid for toilet goods 
advertising, would have been found 
who would admit that effective ad- 
vertising of any kind could be pro- 
duced with all these good old stand- 
| bys eliminated. The advertising of 
| these products, they would have said, 
would shrink and shrivel until it 
became no more important a classi- 
fication than that of buggy whips. 
But none of that has happened. 
Toilet goods advertising has not 
disappeared. No prophet of doom 
now declares that it will disappear, 
under existing law. The copywrit- 
ers and the advertising minds have 
met the crisis, and while there 
undoubtedly are those who yearn 
for the dear old days when a copy- 
writer’s fancy could work unhin- 


dered, the industry's promotion 
goes right on. 
Whether the restrictions which 


the FTC has placed on toilet goods 


and cosmetic advertising are sound 
and reasonable is beside the point. 
The important thing is that adver- 
tising brains have proved that they | 
can change with the times, and do | 
an acceptable job under reasonable, | 


or fairly reasonable restrictions. 


substantial 


offerings of Damascus guns, ba-| 


|rouches, umbrellas and_ boarding | 


houses. There was also a list of| 
“fraudulent, broken and doubtful | 
institutions,” and finally this little | 
filler regarding advertising: 

“The philosophy of advertising 
is, with men of business, the phi- 
losophy of making a fortune. If 
they do not understand the former, | 
they cannot effect the latter.” 


Florida Birds Rescued 

Radio stations are forever think- | 
ing up novel promotion ventures | 
and the recent “success story” of | 
Station WJNO, Palm Beach, is no 
exception. As Northerners were re- | 
luctantly told some weeks ago, the | 
Florida weather this season was} 


of the 


Wrapped with each dollar was a 


message from the Trade Independ- | 


ent Association which, remembering 
the “cast your bread upon the 
waters” story, had adopted a similar 
technique in urging citizens to sup- 
port the Trade Independent cam- 
paign. 

Man in a Hurry 

IMPORTANT NOTICE 
Wanted Fast! 

One man with $15,000 cash 
money or two men with 
$7,500 cash money each 
and for the Love of Mike 

PLEASE HURRY! 


The conservative Wall Street 
Journal (and possibly some other 
business newspapers) recently 


carried this head at the top of a 
two-column advertisement signed 
by the Everts Drilling Company, 
Dallas. It seems that “Mr. Everts” 
is all set to begin digging a 4,300 
foot well if he can get hold of the 
necessary “cash money.” 

“T am up against a fast time limit 
and have to move on and get to dig- 
ging entirely too soon to be com- 
fortable,” he explains in his copy. 
“T want to invite you to get on a 
train and come on down here and 
see this property for yourself and I 
believe it is absolutely sure that you 
will be tickled to death to come in 
with me. And I sincerely believe 
that for years to come you will wish 
that we could stumble onto just one 
more property located like this, on 
this cost basis. But I don’t think 
that it will happen again.” 

Brother, can you spare fifteen 
grand? 

It's Hard to Tell 


Household sends us a copy of 
its publication each month. 
ing over the current issue we find 
that—because of the penchant ad- 
vertisers have for doing as the 
Joneses do—it is sometimes difficult 


not all it was supposed to be. Suf-|to tell whether one is reading a 


ferers included not only the natives 


| magazine or the Sunday comic sec- 


and the tourists but the many birds| tion of your local newspaper. Page 


who had gone south for the winter. 
Thus a single plea was made on 
the Palm Beach Water Company’s 
WJNO program for listeners to 
come to the aid of chilled and ex- 
hausted birds by bringing any they 
might find to the company’s plant. 
Within the next two days approxi- 
mately 600 birds were delivered, in- 
dicating not only a surprising agility 
upon the part of the catchers but 
as WJNO casually reminds us, 
and most 
listening audience. 


a 
responsive 


The Dollars Were Real 


Some 3,000 citizens of Green Bay, 
Wis., were pleasantly surprised re- | 
cently to open their mail and find 
a cellophane wrapped paper dollar 


11: Strip technique copy for Fletch- 
,er’s Castoria. Page 12: Same on 


| 


almond cream. Page 14: Same on 
|Lipton’s tea. Page 15: Same for 
|Morton’s salt. Page 16: Same for 
|Kellogg’s all-bran. Naturally, we’re 
|not kicking about the magazine. 
| It’s a swell book. 


’ Jottings 


Goodyear Tire and Rubber Com- 
/pany made up a special annual re- 
| port for its employes, continuing the 


|practice adopted three years ago. 


The report, sent to 30,000 employes, 
tells the company’s income and out- 
go story in simple facts and fig- 
ures. .. 


| Information 


U. S. government variety. | 


Look- | 


Lifebuoy’s new idea of nervous b. o. | 
| Page 13: Same on Hinds honey and | 


— 


for 
Advertisers 


The following documents may be 
secured without charge from com. 
panies sponsoring them, or through 
ADVERTISING AGE, by any nationa] 
advertiser or advertising agency 
executive writing on his business 
letterhead. 


No. 1602. Measurements from gq 
Backyard-Stick. 

During the week of October 15, 
1939, WEEI, Boston, applied the 
yardstick to all schedules of Bos- 
ton’s three major network stations 
from sign-on to midnight. An an- 
alysis of the findings, showing sta- 
tion preferences of 59 local adver- 
tisers, is reported in this booklet 
issued by WEEI. 


No. 1603. Good Grooming. 

Woman’s Home Companion has 
issued Reader-Editor Report No. 31, 
in which the magazine’s reader- 
adviser group answers numerous 
questions on the subjects of neat- 
ness and good grooming. Answers 
concerning bathing habits, care of 
the face, manicuring, shampooing 
and other feminine niceties are 
tabulated, with details of frequency 
of product’s use, as well as 
why’s and why-not’s. 


No. 1600. How to Get the Most Out 
of Your Advertising Dollar. 

The National Research Bureau 
|has issued this study which pro- 
vides factual data on newspapers 
'and their use, and discusses, under 
various headings, such subjects as 
the five emotional instincts and re- 
actions to the use of various ap- 
peals, copy, layout, use and results 
of color, and helps on direct mail. 


the 


| 


No. 1540. Every Reader a Customer. 


In this brochure The Family 
Circle offers a concise but thorough 
summary of facts on its distribution, 
merchandising services, copy test- 
ing facilities and evidences of reader 
interest. 


| No, 1598. 
Too. 


In this new folder, Tourist Court 
Journal tells about the market for 
foods and equipment provided by 
the 9,400 tourist court cafes and 
coffee shops which feed 480,340 
customers a day. In addition to 
statistics on the operation of these 
eating places, and a list of items 
purchased by them, the folder tells 
about the Journal’s three-part mer- 
chandising program. 


No. 1583. Providence Market Data 


The Providence Journal-Bulletin 
has issued this data book on Rhode 
Island and the Providence market 
dealing with people, homes, income, 
manufacturing, ete. There is 4 
breakdown of newspaper coverage, 
and a reader survey with graphs 
showing reader interest, page by 
page, for specified issues of the 
Sunday Journal and evening Bul- 
letin. 


No. 1594. 
ket. 
This brochure, prepared by John 
W. Cullen Company, tells all about 
the Ohio Select List of non-metro- 
politan newspapers. It covers pop- 
|ulation, sales, and farming and !n- 
|dustrial activity for the state a5 4 
whole, and then gives the Ohio Se- 
lect List’s markets alphabetically. 


The Tourist Must Eat, 


Ohio’s Small City Mar- 


| page by page, with maps and data 
on the newspaper in each area 
to 


| Available without charge on!) 
national advertisers and recognized 
advertising agencies. 


” 


No. 1597. A Study of the Sm 
Town Market. 

In preparation for this study, Te? 
resentatives of Grit Publishing 
|Company spent nearly a week ” 
each of five small towns in five dif- 
ferent states, analyzing local © 
| ditions, industries, sales and me" 
|chandising methods. The finding 
in this illustrated brochure, whic! 
has just been issued by Grit, P™° 
| vide some interesting facts. 
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Yes, Times-Star readers certainly 
are going to get a lot for their 
three cents when the Times-Star 
Centennial Edition comes out on 
April 25. 


The 16 big feature sections in each 
copy, if they were printed end to 
end, would form a scroll 16% 
inches wide and long enough to 
dangle from the top of a twenty- 
one-story building to the ground. 
That’s enough paper to print six 
average novels. 


The paper for the entire edition 
would form a strip, newspaper 
width, long enough to mark an 
air route around the world from 
New York to Moscow, to Nome, 
Alaska, and back to New York. 
Enough ink will be used to float a 
forty-five-foot cruiser with accom- 
modations for eight people. 


Six extremely well-selected books 
could scarcely give the feast for 
mind and eye this Centennial 
souvenir affords. Naturally, 
Times-Star readers will treasure 


TO SCREEN 


THE ENGLISH CHANNEL 


Enough Jute TO FLOAT A MINE 


it as long as they live, for it will 
record the art and news photog- 
raphy of our time. It will unroll 
the history of Cincinnati in pic- 
tures and picturesque detail and 
etch the life and institutions of 
our day. Never in its lifetime has 
Cincinnati experienced a news- 
paper thrill like that in store for 
April 25. 


Yes, and Times-Star advertisers 
are going to get a lot for their 
money when the Times-Star Cen- 
tennial issue comes out April 25 
—unprecedented reader interest, 
plus 100,000 bonus circulation— 
at regular advertising rates. 


CINCINNATI TIMES-STAR 


Owners and Operators of Radio Station W KRC—HULBERT TAFT, President and Editor-in-Chief 


New York: Martin L. Marsh, 60 East 42nd Street cs Chicago: Kellogg M. Patterson, 333 North Michigan Ave. 
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March 11, 1949 


Uses Jury Theme 
fo Promote Sale 
of Piston Rings 


Sales 


Unusual Technique 


Hagerstown, Ind., March 7.—How 
Perfect Circle Company managed to 
get maximum believability for the 


performance story it is telling on | 


behalf of its new line of Triple 
¢ction piston rings among service 
managers for Ford dealers and 
others who replace rings in Ford 
cars was revealed here today as the 
company put an elaborate brochure 
into the mail to all Ford dealer 
service stations and all leading 
automobile repair shops in the na- 
tion. 

Perfect Circle believed that its 
new piston rings were far superior 
to any on the market, but it faced 
the problem of convincing service 
men of their superiority, without 
having to wait for months, or per- 
haps even years, until they had 


Resistance of 
Market Overcome by 


ee 


| proved their worth in actual service. under the 


To solve the problem, the com- 
|pany last fall queried Ford service 
}men throughout the country, and 
asked them to give their choice of 
piston rings, aside from Perfect 
Circle. With the consensus setting 
|}up a second choice, Perfect Circle 
|invited a jury of 12 Ford dealer 
| service managers from various parts 
of the country to test the new rings 
at the company laboratory. 


Perform Own Tests 


The men spent a weekend at 
the factory, where they watched 
and supervised every operation in 
|a two-day test on a Ford taxicab 
which had been driven almost 
80,000 miles, and whose cylinders 
were badly tapered. Brand “B” 
piston rings (those named most fre- 
quently by the service men) were 
then installed, and tested for oil 
consumption, blow-by and cylinder 
wall pressure. Then similar tests 
were made with the new Triple 
Action Perfect Circle rings. 

The results, of course, were all 
that the most ardent Perfect Circle 
salesman could desire, and Perfect 
Circle made the most of them. This 
week service men throughout the 
country are receiving an _ elabo- 
rate, gold-covered brochure, 18x 15 
inches, telling the complete story 
of the tests in words and pictures, 


intriguing title, “The 
Amazing Verdict of a Jury of Ford 
Dealer Service Managers.” 

Every step in the test is com- 
pletely described and _ illustrated, 
and every figure presented carries 
the seal, “Verified for Publication 
by Ford Dealer Service Managers 
Jury.” To top off the appearance 


| of complete authenticity, the book 


contains a “sealed verdict” of the 
jury, in the form of an affidavit 
summarizing the findings, and 
signed by each one of the 12 service 
men who participated in the test. 
Huge illustrations, in which the 
jurymen figure prominently, and 
the use throughout the book of legal 
phraseology with reference to “evi- 
dence,” “verdicts,” ete., sustain 
interest and lend added emphasis 
to the believability of the text. 
Henri, Hurst & McDonald, Chi- 
cago, is the Perfect Circle agency. 


“Newsweek” Adds 
Hurlbut in Chicago 


J. Sidney Hurlbut will join the 
Chicago sales staff of Newsweek 
under John R. Rutherford March 15. 
He has been with The American 
Weekly for several years. 

Newsweek’s Chicago office has 
moved to 360 N. Michigan avenue. 
The new telephone number is State 
4104. 
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yy 


KEX BOOSTS SKI SALES! 


— The Beebe Company selects Northwest's Favorite 
Sports Station to introduce new line to Skiers! 


@ High up on the slopes of Oregon’s Mt. Hood, Timberline Lodge 
is the, center of a vast winter playground. Ski enthusiasts by the 
thousands go to “the Mountain” during the snow season for their 
favorite sport, thus creating a fertile field for the sale of skis 
and accessories. 


SALES 
POWER! 


Oregonian radio stations 
KGW and KEX offer you 
preferred entry into the pros- 
perous homes of the Pacific 
Northwest. Favorite stations 
of Oregonians for years, they 
are today more popular and 
potent than ever. 


byword throughout the Northwest. 


How to introduce its line of Splitkein and Flexible Flyer Skis and 
Avalanche Waxes to this rich and growing market was the problem 
faced by The Beebe Company. They recognized that skiers are 
strong advocates of their favorite brands, and that to build up sales 
on new names called for special strategy. 

Oregonian radio station KEX was selected to do the job—and 
KEX delivered. With a 5-minute Friday night broadcast of snow 
conditions, week-end weather and skiing news, The Beebe Company 
has sold the quality story of its products. In less than three months, 
according to the Beebe management, these KEX broadcasts have 
made Splitkeins and Flexible Flyer Skis and Avalanche Waxes a 


With sales successfully launched on these products, The Beebe 


Company is continuing to use the power and popularity of KEX 
to mark up new sales records for its ski department. 


RADIO STATIONS OF THE 


PORTLAND * OREGON 


620 KG woos warrs wes NBG RED 


EDWARD PETRY & COMPANY, INC. 
NEW YORK + CHICAGO + DETROIT + ST. LOUIS + SAN FRANCISCO + LOS ANGELES 


REPRESENTATIVES: 


sd 


1160 KC covnmoous NBC BLUE 


RASH OF ONE-CENT 


SALES BREAKS OUT 


Dressing tas by we Lureauint 


Dressing Table Cami 


SALE Fa 


‘THES GFFER MADE SOLELY TO ACQUAMET TOW WITH 
| A Great New Improvement in 
Soaps-THAT CAMAY BRINGS YOU! 


This Beautiful Glass 


| UTILITY BOWL 


with purchase of 1 lage sine VEL 


February, and especially the end 
of February, brought an unusual rash 
of one-cent sales to the attention of 
housewives in every section of the 
country. Shown here are five typical 
examples of newspaper advertise- 
ments featuring one-cent offers, all 
of which appeared between Feb. 22 
and 24. The Camay advertisement 
appeared in a Long Island paper; 
the Dreft copy in central Illinois; the 
Vel offer from Indiana; the Quaker 
puffed wheat advertisement ran in 
Salt Lake City, and the Northern 
Tissue copy in Madison, Wis. 


WONDERFUL! THAT 
PENNY WILL BUY 
A WHOLE ROLL OF 


NORTHERN 
TISSUE! 


THERE'S OWLY A 
PENNY IN ’EM! 


4 ROLLS 


At Your Deoier’s 
For a Limited Time Only! 


heeetieea are 


Two Merchandising Books 
Published by Ronald 


Ronald Press Company, New 
York, has just published two text- 
books on merchandising subjects. 
One, “Manufacturers’ Product, 
Package and Price Policies,” is the 
work of Prof. Albert Wesley Frey, 
of Dartmouth College. The price is 
$4.50. 

The second, “The Analysis and 
Control of Distribution Costs for 
Sales Executives and Accountants,” 
is written by Prof. J. Brooks Heck- 
ert, of Ohio State University. The 
price is $5. 


Form New Art Service 


Advertising Designers, a commer- 
mercial art service with offices at 
167 Madison avenue, New York, has 
been formed by Al Peters, formerly 
with Konor & Peters; Walter Peters, 
formerly with Lord & Thomas; and 
Lee De Anquinos, formerly with 
Illustrators, Inc. 


Plans FM Receivers 


Zenith Radio Corporation will 
bring out frequency modulation re- 
ceivers this spring as a part of the 
1941 radio line. They will be intro- 
duced wherever frequency modula- 
tion broadcasts can be heard. 


Old Rose Appoints 

Old Rose Distributing Company, 
Chicago wholesaler and importer of 
wine, liquor and cordials, has named 
Goodkind, Joice & Morgan, Chicago, 
as its agency . 


School Advertising 
Increases Enrollment 


Seventy-three private boarding 
and vocational schools reported an 
average increase of 14.1 per cent In 
the number of new students directl) 
traceable to magazine and news- 
paper advertising in 1939, as com- 
pared with the previous year, ac- 
cording to the school service bureau 


of N. W. Ayer & Son, Inc., Phila- 
delphia. The average number of 


new students per school traced by 
keyed requests during the year was 
32.3 as compared to 28.3 in 1938 
and 26 in 1937. 

Forty-one schools reporting 0M 

magazine advertising alone showed 
an increase of 7.8 per cent in the 
number of new enrollments trace- 
able to advertising, against a de- 
crease of 1.7 per cent in advertis- 
ing expenditures. 


Olian Agency Formed ‘* 


Olian Advertising Company 58s 
been formed with offices at Boat- 
men’s Bank building, St. Lou's 
Irwin A. Olian, formerly promotion 
manager of Famous- Barr Compan) 
St. Louis department store, "°* vir 
the new agency in association 
Mark C. Steinberg, formerly adve'- 
tising director of Columbia Brew!™5 
Company, St. Louis. 


Names Horton-Noyes 

Royal Electric Company, Pa¥~ 
tucket, R. I., has appointed Horton 
Noyes Company, Providence, *- 
to handle the advertising of its elec- 
trical specialties. 
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Spring Campaign 
for Enna Jettick 
Cracks Records 


Auburn, N. Y., March 7.—How 
Enna Jettick shoes make spring a 
symphony for the female of the 
species, without undue strain on the 
pocketbook, will be related by Dunn 
& McCarthy in a campaign so inten- 
sive that a new record is claimed, 
not merely for this brand, but for 
the entire shoe industry. Magazines 
and Sunday newspapers will be 
used on a large scale, supported by 
spot radio. 

The brisk tempo of the campaign 
is indicated by a color page in 
Vogue, which promised style, com- 
fort and appreciation from the 
opposite sex for addicts of Dunn & 
McCarthy’s products. Headed “Step 
into Enna Jetticks, look lovely and 
listen for the cheers,” the adver- 
tisement continued: 

“They'll watch your step—when 
you step out in Enna Jetticks! In 
fact, you’ll breeze down the street 
followed by a warm glow of mascu- 
line admiration. For when it’s a 
question of bringing out the best 
in your feet, the new spring Enna 
Jetticks know all the answers. 

“Lively, youthful models that set 
a merry pace for pleasure. Smart, 
happy-go-comfortable shoes. that 
never cramp your style—or your 
toes, either! An amazing range of 
sizes (1 to 12, widths AAAA to 
EEE) makes it possible to give you 
a ‘made-to-order fitting’ for only 
five to six dollars a pair.” 

The new campaign is the handi- 
work of John T. Gorman, vice- 
president and general manager of 
Dunn & McCarthy; John J. Lane, 
advertising manager, and Marschalk 
& Pratt, New York agency. 


Use Color Rotogravure 


Magazines on the list for full 
pages in color include The American 
Weekly, Good Housekeeping, Har- 
per’s Bazaar, Ladies’ Home Journal, 
McCall’s, Mademoiselle, Screenland 
Unit, This Week, Vogue and Wo- 
man’s Home Companion. April 
issues are being used in most cases, 
with reproductions of the copy being 
distributed to retailers in the form 
of easel window and counter dis- 
plays. 

The sweep of newspaper adver- 
tising begins March 17, when the 
New York Times will carry a color 
page, and black and white pages 
will appear in the Charleston News 
and Courier, Columbia State, Char- 
lotte Observer, Little Rock Gazette, 


Richmond Times-Dispatch and Tulsa | 
Courier- | 


World. The Louisville 
Journal and Wichita Beacon get 
pages March 31, the former’s being 
in rotogravure. April 14 will be 
another notable day in the Enna 
Jettick campaign, when black and 
white pages run in the Columbus 


Newscolor is 


our high-speed 
tary color printing on news- 


} t and other low cost papers. 


Its iverage cost is one fourth 
that of sheet-fed letterpress 
Printing. If you're used to pay- 
ng 4c, Se or 6c per copy for 
direct mail, ask us about News- 
©Olor at le per home including 
home distribution 

National Advertisers We 


your dealer help adver- 
“sing in as many as six difter- 
plants, spotted strategically 
Over the country. Dealers get 
fast service, low freight costs 


SHOPPING NEWS 


4) 
Newseotoe “Division CLEVELAND 


| 


| 


Dispatch and Tacoma News Tri- 


bune, and a color page in the Phila- | 


delphia Inquirer. This is in addi- 
tion to full pages in the rotogravure 
sections of the Akron Beacon-Jour- 
nal, Denver Post, Des Moines Regis- 
ter, Hartford Courant, Kansas City 
Star, Providence Journal, Rochester 
Democrat & Chronicle, St. Paul 
Pioneer Press and Springfield Union 
& Republican. 


Merchandised to Trade 


The campaign has been merchan- 
dised to the trade as “four aces,” 
each facet being described as the 
highest card in the advertising deck. 
Enna Jettick, the broadside to deal- 
ers says, will put 30 million adver- 
tisements to work for dealers this 
spring. 


'Serutan Increases Radio, 
Newspaper Advertising 


Following an impressive rise in 
sales, Healthaids, Inc., Jersey City, 
has boosted its newspaper advertis- 
ing budget for Serutan, and is now 
using 61 papers in 30 cities for copy 
featuring the slogan, ‘Real Consti- 
pation Relief After 35.’ Color copy 
will appear in 25 of these during 
March. 

Twenty stations have been added 
to the spot radio list for news pro- 
grams, bringing the total to 65, and 
car cards are also being used. Aus- 
tin & Spector Company, New York, 
is the agency. 


“Everywoman’s” to Crane 

Everywoman’s, New York, has 
appointed Roland Crane, Chicago, 
|as Western representative. 


| es | 

‘Two Appoint Close | Agency Adds Two 
| George B. Close, Inc., San Fran-| J. H. Sheldon, who has spent 15 
cisco, which has been representing | years in copy and contact work with 
the Times, Eureka, Cal., on the West | various advertising agencies, and 
Coast, also will represent the news- |G. Fssen Olson, Detroit commercial 
paper in the East. The company | artist, have been added to the staff 
will represent the Star, Glendale, | of MacManus, John & Adams, Inc., 
Cal., nationally. | Detroit. 


Plans D i iner Dance - Dunlap Joins Roberts 

ne Philadelphia Club of Adver- | : eames. well 
tising Women will hold its 24th an- ae | meg Mey —, = 
nual dinner dance at the Bellevue | ,, ao pa te staff of H. Arm- 


“e " inet “a New 
may wer tlle ine h 8. It's to be strong Roberts, photographer, suc- 
sean ceeding Brent F. Cahoon. 


Appliance Makers Meet | ee 

The 1940 convention of the as- | Hook Names Oo Connell 
sociation of Gas Appliance and The Hook Scraper Company, 
Equipment Manufacturers will be | Queens Village, N. Y., has appointed 
held at French Lick Springs Hotel,;R. T. O’Connell Company, New 
French Lick, Ind., May 20-22. | York, to handle advertising. 


“That campaign of ours certainly 
came out well, Joe. It packs plenty 


of punch 


?? 


**Two ways, Tom! Swell ads and a swell 
list .. . particularly NEWSWEEK. 
I hear it’s up 23% in linage, 56% in 
revenue, this February over last.”’ 


*‘‘Double Duty’”’ circulation gives Newsweek a double value: 


NEWSWEEK’s three-dimensional editorial formula attracts articulate, opinion-forming 


families whose own extensive buying (average annual incomes 
many-fold by the purchases of those they influence 


$4,851) is multiplied 
Now it's NEWSWEEK! 
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Inventions Called 
Answer to Decline 


ae 


~ A —— 


LA SALLE DEALERS GLIMPSE NEW POSTERS 


far larger than their needs warrant. 
| Almost identical views were ex- 
|pressed by Dr. Arthur J. Todd, 


‘selves with plants and personnel Fishing Copy Adds 


— 


Feminine Touch 
A feminine touch has been added 


‘chairman of the sociology depart-|to the 1940 fishing tackle advertis 


ment of Northwestern University, | i ——- FD _—— an 

| and several members of the Capers goods division, Cleveland, with the 
+ . ment, except that the Northwestern introduction of “The American nt 
in Po UJ ation |professors took a more optimistic|~aqy” rod designed for women le 
| view of the situation, looking at it| Copy on the new item will run in a 

from the sociological, rather than] Alaska Sportsman, American Boy, 
the business viewpoint. The decline | Collier’s, Field & Stream, Fur-Fish- s} 
New Census to Show lin the birth rate and a stationary | Game, Hunting & Fishing, National : 
Only 131 ,000,000 Peo- population—probably to be reached Sportsman, Outdoor + ie Outdoors- ’ 
‘between 1945 and 1970 by their | ™an and ae eon iia a KI 

ple, Says Ogburn reckoning—‘“should result in an en- | sud in semuads ow tan ot de 
Chicago, March 7 The ctre | fesoners standare of living for more | water rods and a new line of “Hell- z 
f ‘ae sme ‘ li Petes | | People, in their opinion. | Cat” lures along with regular stock W 
0} a sta lonary or declining popula- es litems. Instead of advertising rods st 
oo Mc gee go Breed Scott Paper Desists and baits separately, previous), Js 
é S y ¢ i ; sing, was | | : ; ; sees -" iis year y , er 9 
raised here again this week by | | Scott Paper aman Bas sepees The “True Temper” trade name N 
prominent sociologists at the Uni- | Bek wer alee af mae jas will predominate. Griswold-Esh! 5 of 
-ersitv “hic: ‘ ‘thwest- lag aarti rat # P: any, veland, hand): th 
pisces 4 of Chicago one een . | sold in competition with the Scott a Clevel th 
ern University, working independ- | : “Waldorf Brand” tissue, contain P ; p 
ently. =n > Opt : | | splinters, rough or ene dirt A . ts H Sone di 
: c 4 | 4 ° } . - fan acc . © an ot 
U Adon  geoge J8 on = be Frank J. Denney, Cadillac-LaSalle advertising manager (second from left) gives Tact senacmammas tae qeeeaene ' ppoin © 7 ~ 
niversi y of ricago, jr oO mac e| dealers from scattered points a preview of the spring La Salle posters, which af : age ates cn cele Harvey Brothers, clothing st tt 
the famous report on social trends went up on the boards in Northern states last month. — ag Dn TE) cong ie il ‘.. | Chain operating in nine Midwest y N 
under President Hoover, predicted | ony representation — = dis cities, has appointed Ralph Heine- ni 
this week that the 1940 census will | , 4 > of the leatastreshe, he added. ‘The deciine | paraging competitive pro ucts. man, Chicago, to handle its adve 4 

reveal a U. S. population of about |simply a clear-eyed view 0 sang tect cs igtetagt tae ye nie plane < . tising. A sport radio program w)\! 
131,000,000, an increase of only 7.- | future.” in the geen gh rae —- — Dutton Opens Office be used. Madera Wineries and Dis- - 
000 ove . here- | ‘chase will therefore not be fe awrence F as resigned | tilleries has contracted for a week|y , 

500,000 over the 1930 census, where- | , ' hag | Lawrence F. Dutton has resigned | tille ) 
om "the gpg: been came er Sa ae See in its entirety for 20 years. But) 4. vice-president and New England | half-hour radio program with Nor- ym 
showed increase of more than twice | The decline in the birth rate,| business and industry must prepare | manager of Boot and Shoe Recorder|man Ross over WBBM, Chicago, c 
this figure 7 a now, he cautioned, if they | to open offices as advertising coun-|and 10 other stations, through th: la 


“The growth-rate of population is 
substantially slowing up,” he said. 
“The 1950 census will 
show an increase of only about 3,- 
000,000. By 1970 our 


isince it first affects the number pe it 


probably | 


population | 


will probably have shown no in- | 


crease, and it 
after that. 


may even 


Serious 
“For business purposes,” he as- 
serted, “this lessening of growth is 
practically the same thing as a de- 


Business Problem 


decline | 


children born, is not an overnight 


would guard against finding them- 


selor at 10 High street, Boston. 


same agency. 


cline in growth, because business 
for 40 years and more has been | 2 3 out of 5 in Window Displays, 
based on a constantly expanding | 2 out of 3 in Floor Displays, 
market. With the decline in popu- 


lation, this market will cease to ex- 
pand at its same rapid rate. As far 


as manufacturing production is con- | 


cerned, this will amount to a de- 
crease in consumption.” 

The problem can be solved in one 
of three ways, Prof. Ogburn said. 
Immigration restrictions might be 
removed, a higher domestic birth 
rate might be encouraged, or the 
purchasing power of the existing 
population might be increased. 

“The best course is to try to in- 
crease the purchasing power of the 
country at large. This is a long- 
range program, not to be accom- 
plished overnight. 


Use More Inventions 


“It can be done most quickly and 
effectively by utilizing more and 
better inventions. Inventions have 
always helped to convert natural 
wealth into consuming power of the 
entire population. 

“American industry has a long 
habit of optimism,” he said. “While 
this has been entirely natural and 
correct in the past, it will not be so 
in the future. This recommendation 
that American industry tighten its 
belt may seem gloomy and pessi- 
mistic. Actually, it is neither, but 


“==. 


in the total of 9 lithographed 
displays awarded honors in 
all classifications. 


ARTHUR R. BOTHAM 
Coty, Inc. DESIGNER 


HIGHEST HONORS IN WINDOW DISPLAY 
ALL-AMERICA PACKAGE COMPETITION 


Credit for this remarkable record belongs to intelligent cooperation—to harmonious 
collaboration between advertiser or agent and lithographer (or all three), in trans- 


a SE - 


/ 
bean lating a designer's artistic inspiration or a sound merchandising or advertising ideo t 
a into displays that not only win awards, but make SALES. ; 


>» bee Steen See 


THE FREE 
EVER READY 
CATALOG 
Write Today / 


“Plastocele”’ 
by DUPONT 


\ These honors were awarded for sound conception, ingenuity in construction ond 


Plostic \ 


superior quality in execution, with special credit for extraordinary realism in repro 
duction, achieved by the exclusive Einson-Freeman process combining direct color 
with deep etch lithography. 

Einson-Freeman has a unique background of four decades of display speciclizo- 
\ tion. It will definitely pay advertisers to find out what this experience can contribute 
to the effective development of a display program that will produce. 
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‘Courler-fournal’ 
to Tell What's 
Back of News 


Louisville, Ky., March 7.— The 
new challenge of the Louisville 
Courier-Journal to news magazines 
was well under way this week, fol- 
lowing importation of a staff of 
specialists and realignment of the 
talent already on hand, under a pol- 
icy of giving each man the job he 
knows and can do best. 

Despite the wealth of news serv- 
ices of the Courier-Journal, this 
week's first pages were notable for 
stories written by the paper’s own 
staff under by-lines. Columns 1 and 
29 were devoted to a news summary. 
Not only Page 1 but most of the 
others were conspicuous because of 
their “horizontal display,” as op- 
posed to the old idea of vertical 
display. In Monday’s paper, for in- 
stance, a five-column head began 
the story of “The Men Behind Mc- 
Nutt.” The space devoted to this 


narrative was 10 inches wide, only | 


415 inches deep. 

The page opposite editorial will 
carry many interpretative 
and features, as well as some syndi- 
cated material. The page will be 
lavishly illustrated and written in 
a not too solemn vein. A cut of 


stories | 


Roosevelt, Hull and Vandenberg is 
'dubbed, for instance, “Win, Place 
and Show,” this expressing the re- 
sults of a poll of Washington news- 
papermen. 

The circulation goal of the Cour- 
ier-Journal under the new order is 
150;000 by the end of 1940. 


Promotes Tycoon Pipe 
General Briar Pipe Company, 
New York, will promote its new 
Tycoon pipe, designed to give dry 
smoking without the use of filters, 
in newspapers in New England and 
other states on the Atlantic coast. 
Dealers’ names will appear in the 
|advertising. Arthur Rosenberg 
Company, New York, is the agency. 


Russell Joins Goetz 

Allen B. Russell, 
|of Potts-Turnbull Advertising 
Company, Kansas City, Mo., has 


Expan d Cam paign 
for Empire State 
Farm Products 


Rochester, N. Y., March 5. 
vertising of agricultural products 
bearing the Empire State label, 


| which was started in Syracuse, is to 


vice-president | 


| joined the executive staff of M. K. | 


Goetz 
|seph, Mo., in charge of advertis- 
ing and sales work. Mr. Russell 
has handled the Goetz account for 
the past 12 years. 


Schaefer Joins ANA 

| F. & M. Schaefer Brewing Com- 
pany, Brooklyn, has been elected to 
membership in the Association of 
National Advertisers. Val A.«. 
Schmitz, advertising manager, will 
| represent the company. 


Brewing Company, St. Jo-| 


be extended to Rochester, 
Albany and Utica as 
possible. 

Originally only a local campaign 
for Syracuse was planned, and the 
products bearing the label showing 
that they had been inspected by 
the state department of agriculture 
and markets and graded as to qual- 
ity were centralized in that city. 

But the advertising had a wider 
appeal and orders came from other 
sections of the state 
from the supplies. In consequence, 
it was decided to move quantities 


Buffalo, 
quickly as 


|of these branded supplies to other 


| 


centers and advertise them in the 
other cities as well. 

J. M. Mathes, Inc., 
is the agency. 


New York, 


Stephenson Joins Steele 

Clay W. Stephenson has been ap- 
pointed vice-president and account 
executive of Steele Advertising 
Agency, Houston, Tex. 


Ad- | 


-places remote | 


Announce Poster Contest 

| The H. W. Prentis, Jr., chapter of 
| Alpha Delta Sigma, professional na- 
tional advertising fraternity, Frank- 
lin and Marshall College, Lancaster, 
Pa., has announced its sixth annual 
Pennsylvania poster art contest, of- 
| fering total cash awards of $100 to 
Pennsylvania high school art stu- 
dents. 


‘Adds Two to Staff 


| Two additions have been made to 
the staff of Sidney Garfinke] 
Agency’s recently opened Los An- 
geles office. Maxine Upham, for- 
merly with Stack-Goble Advertis- 
|ing Agency, San Francisco, has been 
named account executive, and Mar- 
|garet Galbraith has joined the copy 


staff 


Analyze Auto Accidents 


Automobile accidents which killed 
| 32,100 persons and injured almost a 
| million and a quarter others in this 
gg last year are analyzed in 
| the 


tenth annual safety booklet, 
entitled “Smash Hits,” just issued 
by the Travelers Insurance Com- 


| pany, Hartford, Conn. 


Latimer Names Agency 


Latimer Laboratory, Inc., New 
York City, manufacturer of Sta-O- 
Gen, oxygen antiseptic, has placed 
| its advertising account with Noves 
& Sproul, Inc., New York. 


Agency: 
lowrence C, 
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FLETCHER'S CASTORIA 
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MOTHER... 


We carry everything tor your 
babys comfort and health 


COME IN ~jet us show you! 


Agency: 
Young & Rubicam, Inc. 
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Patman Anti-Chain 
Bill Hearings to 
Start March 2/ 


Washington, March 5.—Hearings 
on the Patman chain store tax bill 
will get under way March 27 at 10 
a. m. This decision was reached 
|today when a sub-committee of the 
| House Ways and Means Committe¢ 
met to set a date and to discuss the 
hearings generally. The decision to 
hold hearings followed a hot fight 
|within the full Ways and Means 
Committee yesterday 

Rep. John W. McCormack of 
| Massachusetts will head the sub- 
|committee of seven members. 
| Rep. Patman of Texas thereby 
gains another point in his long 
struggle to get action on H. R. 1, 
which he had been unable to get 


| before a committee previously. 
' 


| Much Ground to Cover 


The bill still has a tortuous path 
to follow, however. The hearings 
must be held, after which the sub- 
committee will report its conclu- 
sions to the full committee, which 
then may or may not report its 
findings to the House, thus bringing 
the bill up for action. 

This activity may take a _ short 

time, or an almost endless time, and 
present opinion seems to be that it 
will take the latter, rather than the 
former. In the event that action is 
delayed beyond what the bill’s 
author considers a reasonable time, 
it is certain that Rep. Patman will 
re-introduce a_ resolution to dis- 
charge the committee and allow de- 
bate on the floor of the House. He 
introduced such a_ resolution last 
week, but announced its withdrawal 
| when hearings were scheduled. 
To discharge a committee from 
consideration of a bill, House rules 
require the signatures of 218 mem- 
bers on a petition. 


Davis Advances 


Randall Davis, assistant manager 
in charge of advertising and sales 
promotion of the Gibson Hotel, Cin- 
cinnati, has been appointed to suc- 
ceed H. Fuller Stevens as manager 
of the Hotel. Mr. Stevens resigned 
to become managing director of the 
Adolphus Hotel, Dallas. 


Day-Brite Expands 


Schedules for advertising fluo- 
rescent lighting fixtures by Day- 
Brite Lighting, Inc., will be ex- 


panded shortly. Intensive direct mail 
advertising will be used by the firm 
to support national advertising in 
magazines and trade papers. The 
account is handled by Kelly, Stuhl- 
man & Zahrndt, Inc., St. Louis. 


Media Group Formed 


Thor Smith, promotion manager 
of the San Francisco Call-Bulletin, 
has been elected chairman of the 
newly-formed San Francisco Media 
Promotion Association. Membership 
is open to those engaged in media 
promotion in San Francisco. 
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March 11, 1949 


Voice of the Advertiser 


This department is a reader’s forum, 


Kraft Runs Informative 
Copy for Educators 

To the Editor: Many advertisers 
these days are developing the edu- 
cational feature of their advertising 
programs, in line with increasing 
consumer interests in and questions 
about advertised goods. 

As an example of this type of 
program, I thought you might be 
interested in the reprint of a dou- 
ble-page spread which appeared in 
Forecast Magazine in February and 
is appearing currently in other pub- 
lications which circulate directly to 
educators in the field of home eco- 
nomics. 

It is our belief that teachers of 
our consumers of the future may 
find material of this general type 
of practical use to them in consumer 
courses. 

JOHN H. Piatt, 

Director of Advertising, Kraft 

Cheese Company, Chicago. 

vvyY 


Does Big Job of 
Public Relations 


To the Editor: I am enclosing a 
copy of a special public relations is- 
sue of our magazine, “Reflector,” 
which I thought might be of some 
current interest in view of the 
stress being placed upon public re- 
lations by industry. 

This is, I believe, the first time 
that any insurance company has at- 
tempted to give policyholders and 
the public a more or less complete 
picture of the entire scope of its 
organization on this scale. Fur- 
ther, I believe it is the first, or one 
of the first times that any business 
has attempted to picture its com- 
plete activities in one issue of a 
magazine. 

Because I was rushed for time in 
getting out this job for the open- 
ing of our national convention, it 
is by no means all I would like it 
to be. If I had it to do over I 
would probably make many changes 
—especially in the use of color and 
typography, but it was necessary to 
have it off the press and get it into 
the hands of some 2,000 key men at 
this time. Ten thousand copies 
were made on this first run. 

The book is designed to accom- 


plish several things: (1) Since 
ours is a nationwide organization 
with some 7,000 representatives 


scattered throughout the country, I 
felt that an issue of this type might 
give them a better understanding 
of their own company. (2) It will 


aid policyholders in better under- 
standing all the company is doing 
and trying to do for them. (3) It 


will give prospective policyholders 
who are not acquainted with the 
company a better picture of the or- 
ganization and the type of people 
it represents. 
A. R. WILLIAMSON, 
Assistant Secretary, State Farm 
Mutual Automobile Insurance 
Company, Bloomington, III. 
{Editor’s Note: The issue of “Re- 
flector” referred to above is 64 
pages, 8% x 11, and contains a more 
complete exposition of the work- 
ings of a single company than any 


Letters are welcome. 
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Spread showing the special informative copy which Kraft Cheese Company is 
addressing to educators, to give them the answers to questions about the business. 
It represents a practical and constructive look to the future. 


similar volume we have ever seen. 
Hundreds of pictures, charts and 
graphs, and scores of short articles 
depict every operation and every 
department of the company, show 
the pictures of office workers, 
agents and executives in the com- 
pany, buildings protected, etc., etc., 
and even follow the company’s dol- 
lars all the way through the invest- 
ment stage, with photographs of in- 
ternal operations in corporations 
whose securities are held by the 
insurance company. | 
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Ex-Beer Salesman 
Takes Up Slogan Problem 


To the Editor: Odd instance of 
inverted coincidence: Time was 
when I was known from the tip of 
Keweenaw Point to the nethermost 
reaches of the St. Claire for my in- 
dividual efforts to promote beer 
consumption. Now that I have re- 
tired in defeat comes my _ good 
friend, M. M. Young, to carry on as 
director of consumer sales for Tivoli 
Brewing Company, in Detroit. 

However, reverting to slogans for 
“forty,” while I have the highest 
admiration for M.M.’s imaginative 
powers (he lured me to the Coast 
sixteen years ago with his stories of 
$25,000 advertising jobs that grew 
on the Joshua trees out here) and 
I regard his suggestions as excel- 
lent, as were those of Mary G. Tuck 
of Philadelphia, I believe I'll settle 
for Bob Graham’s “Life Begins In 
Forty.” 

Los Angeles Bureau of Power and 
Light, by the way, is one of many 
important advertisers which have 
adopted this slogan. I like it par- 
ticularly because it makes oldsters 
like myself feel so young and use- 
less. 

G. L. Price, 

President, George Logan Price, 

Inc., Los Angeles. 


+ = | 
Seconds the Motion 
To the Editor: I second the 
“Who’s Where” motion suggested by 


Walter Tilds, advertising manager, 
American Tag Company, as pub- 
lished in the Feb. 26 issue of ADVER- 
TISING AGE. 

That is a smart idea. It should 
prove to be a popular feature. 

HAL WAGNER, 
Advertising Manager, Deep Rock 
Oil Corporation, Chicago. 
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Charity No Virtue Here, 
Says Irate Adman 


To the Editor: The enclosed 
tear-sheet speaks for itself. Per- 
sonally, it is the most flagrant viola- 
tion of ethical advertising that I 
have ever seen. 

Doesn’t the American Newspaper 
Publishers Association have a code 
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of advertising ethics which would 
prohibit member newspapers from 
accepting such things? If not, they 
certainly should have. 

You will notice in the lower right- 
hand corner that this racket is 
copyrighted. It is the aim, I under- 
stand, of this local outfit to sell the 
idea to men’s clothing stores in 
other cities of the country. If true, 
I sincerely hope that other news- 
papers are more interested in keep- 


ing their advertising columns clean 
than the local sheets. 

IvAN E. MYERs, 
Gutman Advertising Company, 
Wheeling, W. Va. 
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Boonton Catalog Again 
Up for Discussion 

To the Editor: We were inter- 
ested to note your reaction in the 
Jan. 15 issue of ADVERTISING AGE 
(Ad-libbing), regarding the Boon- 
ton Molding Company catalog. I 
am writing to Mr. Scribner asking 
him to send you a complete catalog. 

Also thought you might be inter- 
ested in seeing the monthly adver- 
tising of the Boonton Molding Com- 
pany, which appears regularly in 
Modern Plastics. 

W. S. Ross, 

Promotion Manager, Modern 

Plastics, New York. 

{Editor’s Note: Thanks for send- 
ing the ads on. They read almost 
as well as the catalog, and look a 
lot better. But don’t bother having 
Mr. Scribner send us a complete 
catalog, because he sent us one sev- 
eral weeks ago, when he saw the 
item in Ad-libbing.] 
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Customers Pay Cost 
of Seng Advertising 


To the Editor: Maybe it isn’t 
news when you can make your ad- 
vertising pay for itself, but that is 
what the Seng Company is doing 
with its little handbook of furniture 
facts. 

This book contains a lot of facts 
and information of value to retail 
furniture people, including a guide 
to period furniture, room planning 
hints and charts, color combinations, 
discussions of floor coverings, fur- 
niture woods, care of furniture, etc., 
etc. We send out one copy free of 
charge to every furniture retail store 
in the United States (with a good 
furniture rating—22,000 in all.) If 
they want additional copies, enough 
to supply all of their salespeople, 
we furnish these at 10 cents each. 

This year, because we completely 
revamped the book, adding more 
pages, rewriting the information, 
etc., we won’t quite sell enough 
copies to handle the total cost, but 
next year’s edition, which will be 
printed largely from the same plates, 
should not only pay for itself, but 
show a profit. 

The Seng Company issued its first 
book of this kind in 1922. Then, it 
was merely a notebook and sales 
record book with a little informa- 
tion added. Gradually, through the 
years, we have added information 
and dropped the pages for notes and 
sales records—largely at the request 
of those who received the booklet. 
Today, it is entirely informative, 
except, of course, for the pages 
which talk about our own mer- 
chandise. 

G. A. BENTLEY, 

Editor, “The Seng Book,” The 

Seng Company, Chicago. 


7 wT 


Refreshing 
To the Editor: 
(Feb. 27) New York Times 
Something new in bank advertis- 
ing? 
At least amusing. . 


. and preci- 


| ously human in its appeal. 
L. K. CLARK, 
New York. 


In yesterday’s 


—_ 


— 


BANKER'S LEVITY 


eee THE = 
FINANCIER — 
by ee 
D&PUs 


This New York bank advertisement, with 
its humorous illustrations, provided a re. 
freshing interlude for one—and probably 


many—Advertising Age readers. Which 
just goes to show that banks, too, have 
a sense of humor. 


Full-Page Editorial 

To the Editor: We believe you 
will find the enclosed full-page 
editorial, which appeared in the 
Cincinnati Post March 4, a unique 
presentation of Cincinnati’s flood 
problem. As you can see, it uses 
three pictures and an advertising 
layout to impress the national Con- 
gress with the urgent need for 
funds to be used in conjunction with 
$5,000,000 supplied by the city in 
erecting a barrier dam to protect 
the Millcreek valley from the flood 
waters of the Ohio River, but it is 
nevertheless an editorial, and is 
signed by Carl D. Groat, editor 

As far as we know, a full pag 
has never been used for a sing 
editorial in the history of the Post, 
and we believe this is true of most 
| newspapers. 
| Copies have been mailed to al! 
members of Congress. 

FRANK KOESTER, 
Promotion Manager, The Cin- 
cinnati Post. 
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Electric Storage 
Battery Expands 
Exide Campaign 


Philadelphia, March 6.—With 
copy built around the dependable 
service theme, Electric Storage Bat- 
tery Company will use three gen- 
eral magazines, 24 farm and 35 
business and professional publica- 
tion in a greatly expanded 1940 
campaign. 

The Saturday Evening Post will 
continue as the mainstay of the 
campaign. A full page in the Post 
of March 2 will be followed by half 
pages, using color, in the issues of 
March 30, April 27 and May 25. 
Life is added this year to the list 
of magazines carrying Exide adver- 
tising, using half pages in color in 
the issues of March 18, April 15 and 
May 13. Time will be continued on 
the schedule. 

The farm market will be reached 
through Country Gentleman, Far- 
mer, Farm & Ranch, Farmer Stock- 
man, Idaho Farmer, Kansas Farmer, 
Michigan Farmer, Missouri Ruralist, 
Montana Farmer, Nebraska Farmer, 
Ohio Farmer, Oregon Farmer, Pa- 
cific Rural Press, Pennsylvania 
Farmer, Prairie Farmer, Progressive 
Farmer, Rural New Yorker, South- 
ern Agriculturist, Southern Planter, 


Utah Farmer, Wallaces’ Farmer, 
Washington Farmer, Wisconsin 
Agriculturist and Western Farm 
Life. 


Most of the advertising in busi- 
ness and technical publications is 
devoted to industrial uses of Exide 
batteries. This market will be 
reached through Architectural Rec- 
ord, Aviation, Bus Transportation, 
Commercial Car Journal, Coal Age, 
Diesel Power, Engineering News- 
Record, Engineering & Mining Jour- 
nal, Factory Management & Main- 
tenance, Fishing Gazette, Fleet | 
Owner, Industrial Equipment News, | 
Iron Age, Iron & Steel Engineer, | 
Motor Transportation, Modern Hos- 
pital, Marine Engineering & Ship- | 
ping Review, Motorship, Motor | 
Boating, Mechanization, Mining 
Congress Journal, Power, Pacific 
Marine Review, Pacific Fisherman, 
Pencil Points, Railway Electrical 
Engineer, Railway Purchases & 
Stores, Railway Age, Railway Sig- 
naling, Steel, Signalman’s Journal, 
Transit Journal, Telephone Engi- 
neer, Telephony and Yachting. 

National advertising of the com- 
pany is based on a questionnaire 
sent to 3,100 dealers and wholesal- 
ers, as well as interviews with 807 
new car buyers in 10 cities. 

The entire campaign is coupled 
with what Exide calls its “1-2-3” | 
program, namely, recharging and | 
rental signs, Exide tester and the | 
Exide automatic vendor. 
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are being reperted by na- 
tional advertisers in many 
ies using Weinman 
Transparent Acetate Pack- 
“oe «and «Counter Dis- 
Diays 

Transparent Jumble Dis- 
Diay Baskets get pre- 
ferred counter space so 
valuable in the introdue- 
tion of new products. 


WEINMAN TRANSPARENT BOXES 
are made in an endless variety of shapes, 


fos. and stylee—with transparent or metal 
covers and bottoms, decorated in gold or colors 


Price TODAY for Free Illustrated Catalog and 
A ee List (or send your product to be Dackaged 
(transparent way—no obligation) 


WEINMAN BROTHERS 


TRANSPARENT BOX HEADQUARTERS 
325M. Wells St., Dept. AA., Chicage, tit. 


EXPERIENCED SALESMEN WRITE 


Schuman Space Buyer 
for Ruthrauff & Ryan 


John D. Schuman, formerly with 
Erwin, Wasey & Co., and Campbell- 
Ewald Company, Detroit, has been 
appointed media director for Ruth- 
rauff & Ryan, Detroit. 

Ed Bowers, formerly of N. W. 
Ayer & Son, Chicago, and John 
Owen, Electrograph Company, De- 
troit, have joined the agency’s crea- 
tive department. Bill Betts has 
been transferred from the Pacific 
Coast to the Detroit office. 


Daley Moves Law Office 


Charles Grant Daley, legal editor 
of American Banker, has moved his 
law office to 120 Broadway, New 
York. He will specialize in law 
pertaining to advertising copy and 
radio scripts. 


‘Pittsburgh Press’ 


Impeaches Figures 
in State's Copy 


Pittsburgh, March 6.—Charges of 
gross errors and public financing of 
personal political ambitions were 
made by the Pittsburgh Press Sun- 
day, March 3, following appearance 
of the initial advertisement of the 
state of Pennsylvania in The Satur- 
day Evening Post of March 2. Gov- 
ernor Arthur H. James is the par- 
ticular target of the attack. 

The claim is made in the adver- 
tisement that there have been 
$194,846,109 in factory expansions 
in Pennsylvania since Governor 
James was inaugurated, and that 


: . 
400,000 new jobs have been created 


in the state as a result of the efforts 
of a job mobilization committee. 
On the contrary, the newspaper 
claims, state relief rolls show an 
increase of 8,299 cases due to loss 
of private employment, and the 
factory expansion figure includes 
new construction which is at best in 
the “scheduled” stage. 


$150,000 Appropriated 


The same _ advertisement will 
appear in the March 9 Business 
Week, March 18 Newsweek and 


April 1 Nation’s Business. More 
than $150,000 has been appropriated 
for the campaign. Ketchum, Mac- 
Leod & Grove, Inc., Pittsburgh, is 
the agency in charge of the indus- 
trial phase of the state’s advertising 
efforts. 


Promotes Garcia Grandes 


Garcia Grande Cigars, Inc., New 
York, has launched a campaign in 
New York newspapers with copy 
featuring photographs of cigar- 
smoking celebrities. Augmented by 
window displays, the campaign will 
be extended to other Eastern cities 
within the next few weeks. Photo- 
graphic testimonials were used in 
a similar campaign last year. Wes- 
ley Associates, New York, is the 
agency. 


Sterling Names Agency 


Sterling Tool & Stamping Com- 
pany, Chicago, maker of curlers and 
pins, has appointed Root - Manda- 
bach Advertising Agency, Chicago, 
to handle advertising to the beauty 
and chain store fields and to the 
public. 
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Pitt Educator 
Airs Views on 


Consumer Courses 


School Board Head In-| 
sists Students Need, 
More Information | 


| 
| 
| 


Pittsburgh, March 6.— 
reasonably conservative school 
board superintendent, not  previ- 
ously noted for his attitude on ad- 
_. | vertising and business, thinks about 
‘- | the consumer movement and the 
need for consumer education, was 
interestingly demonstrated here 
= | Sunday when Ben G. Graham, sup- 

| erintendent of the Pittsburgh Board 

of Education, contributed an article 
| to a series on general subjects cur- 
rently appearing in the Pittsburgh 
Press. 

Not rabid in any sense, Dr. Gra- 
ham’s article nevertheless presents 
much food for thought on the sub- 
ject of educational attitudes toward 
advertising and _ business. Here’s 
what he said: 

“Every time you buy groceries, 
a suit, a washing machine, a pack- 
age of cigarettes, or a gadget, you 
are casting an economic vote. 

“Children should be taught in 
schools how to be wise buyers. If 
consumers of a nation have low 
standards, shoddy goods will be sold | 
in our stores. 


What a 


PROVIDES THE 


]-league boots’ 


IT TAKES 


to do a job in Texas 


Suggests Divergent Motives 


“The manufacturer and his sales- 
men, under our system, are out to 
make a profit. They try to influence 
the public to buy those things which 
yield business the greatest profits. 
These are not necessarily the 
articles which the people most need. 

“Advertising is powerful. When 
you meet it, you are in the hands of 
professionals. Consumers, too, are 
often amateur purchasing agents. 
Everybody has known families 
who were under more time con- 
tracts for the purchase of furniture, 
automobiles, and fur coats than 
could possibly be met by their in- 
comes. 

“Many do not get value for their 
money because their judgment is 
poor, or they become confused when 
they buy. 

“We do not wish to turn back the 
clock or return to the handicraft 
era. Quantity production by ma- 
chine methods and mass distribu- 
tion, together with far-flung adver- 
tising, are parts of our American 
system. They are good if we can 
cope with them, 

“The children need to know what 
the Federal Trade Commission and 
the Food and Drug Administration 


Texas is big! Its 
markets are big! 
Its audience is 
big! And it takes 
POWER to reach 


and win that area. 


WOAI provides 


the real 7-league 
boots to cover it 
most effectively 
at least cost. 


Write for copies 
of the only two Lis- 
tener Preference 
Surveys ever 
hi made inthis area 
ey by a nationally are for and what they do. They 
J 7 . should know how private industry 
: an recognized, inde- tries to keep its house clean hesuah 
ait ‘ty pendent research trade associations and Better Busi- 
+ @ " ness Bureau. 

ae organization and 

released to radio 
time purchasers. 


Many Problems 


“They should learn to get value 
for their money. They should learn 
what budgets are and why Mr. 
| Micawber said: ‘Annual income 
| twenty pounds, annual expenditure 
twenty pounds ought and six, re- 
sult misery. They should know 
| how to decide whether to spend 
money for an automobile or a 
house; whether their happiness de- 
mands good books and music or 
travel; whether fashion or comfort 
lis to rule their lives. 


WHAT PEOPLE THINK OF ADVERTISING 
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Chart from March Fortune, indicating the answers to the question, "Which of 

the following products generally have the most honest advertising?" which was 

asked in the current Fortune survey. Cigarettes and drugs do badly, liquor 
not at all well, and automobiles and insurance quite well. 


- 
Wisely spent, should nourish all our ! 
people well. 

“Experience shows that pupils | 
can be taught with success to select 
foods and plan nourishing meals for | medicines, cosmetics and entertain- 
families of varying incomes | ment—as of today and of 50 years 

“All boys and girls should know | ago, were contrasted in tableaux at 
the facts about balanced meals,| the annual open meeting of the 
minerals and vitamins, and how to| Women’s Advertising Club, To- 


and keep health b telligent | Tonto. Advertising agencies, publi- 
aan = ‘— | cottons, radio stations and adver- 


“Almost $10,000,000, tisers were represented among the 


Contrast Advertising 

Eight phases of advertising — 
fashion, food, soaps and cleansers, 
education, automobiles, patent 


is spent by | 


uests 
the American people in a prosper- | — 
ous year on clothing. It could be ° 
more wisely spent than it is now. Stera-Kleen Appoints 


Redfield - Johnstone, Inc., New 
York, has been appointed to handle 
|}advertising of Stera-Kleen, false 
| tooth powder cleaner. Newspapers 
| in major markets will be used. 


“Boys and girls should be taught 
good design, cloth values and cloth- 
ing hygiene.” 


Raynolds Joins Curtis 
Edward M. Raynolds, formerly | 
with the London office of J. Walter Wilber B. Downes, who has been 
Thompson Company, has joined the| associated for many years with 
division of commercial research of | Wendell P. Colton Company, has 
Curtis Publishing Company, Phila- | been appointed resident manager of 


Colton Appoints Downes 
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Networks Show 
18% Increase in 
February Billings 


New York, March 7.— Bus 
carried by radio’s three majo 
works continued on a high pla 
February, according to stat 
compiled this week by Colu 
Broadcasting System, Nation; 
Broadcasting Company and Mutua) 
Broadcasting System. 

Combined billings for all thry, 
amounted to $7,800,360 last mon: 
This represented an 18.8 per t 
upturn over the same 1939 pe 
when the figure was $6,566,842. } 
the first two months of this y: 
sales volume reached $16,112 
for an 18.6 per cent increase ov 
the $13,589,877 for the correspond- 
ing 1939 period. 

CBS handled February business 
of $3,330,627, up 31 per cent « 
the comparable figure of $2,541,542 
For the first two months of 
year, CBS billings amounted to §6,- 
919,616, 32.7 per cent higher than 
the total of $5,215,599 for the com- 
parable 1939 period. 

NBC’s February revenue was $4,- 
132,084, a 10.2 per cent gain « 
February, 1939, when the figure was 
$3,748,695. Total billings foi 
first two months of this year \ 
$8,537,292, representing a 9.7 per 
cent upturn over the 1939 total 
the same period of $7,782,595. 

Mutual business last month 
amounted to $337,649. Compared 
with the February, 1939, total of 
$276,605, this represented a 22.1 px 
cent gain. For the two 1940 months 
to date, Mutual billings have totaled 
$655,378, a 10.8 per cent rise. Dur- 
ing the same 1939 period, the figure 
was $591,683. 


Nagel Joins Pepper 

Carlos C. Nagel, Santiago, Chile, 
who formerly represented the Chi- 
lean government at the New York 
World’s Fair, has been made an ac- 
count executive with J. W. Pepper, 
Inc., New York. He is now con- 
ducting a survey in South America 
for the agency. 


Morr Joins Vitamelk 

Frank F. Morr, account executive 
with Aubrey, Moore & Wallace, Inc., 
Chicago, has been made advertising 
and sales promotion manager of 
Dawe’s Vitamelk Company, Chicago, 
where he will be in charge of all 
dealer promotion as well as adver- 
tising. 


Adds Two Accounts 

Stran- Steel division of Great 
Lakes Steel Corporation, Ecorse, 
Mich., and Detroit Wax Paper Com- 
pany, River Rouge, Mich., have ap- 
pointed Holden, Graham’ & Clark, 
Inc., Detroit, as their advertising 
agency. 


MAILING SERVICE 


Multigraphing — Filling-in 
Addressing - Mimeographing 


THE LETTER SHOP, Inc. 


Wabash S655 


440 So. Dearborn St. 
CHICAGO 


delphia. ‘the Boston office. 


| “The broader and better one’s 
| general education, the better he is 
able to spend his money. 
the educated man should know bet- 
| ter than to let his money burn holes 
|in his pockets, or to forget the 
‘flowers that feed his soul.’ 

“For many American people, the 
| main spending problem is the wiser 
on of food. 


Can Teach Pupils 


“Six million 
children are 
Experts 


50,000 WATTS - CLEAR CHANNEL 
well 


NBC - TON - AFFILIATE 
Represented Nationally by Edw. Petty & Co.|;.. 


of our 45 million 
today badly nourished. 
report that ignorance, as 
as poverty, causes this condi- 

The 20 billion dollars spent 
food in a prosperous year, if 
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Soft Drink Sales 


and Earnings Hit 
All-time Records 


New York, March 6.—Record| 
earnings reports issued during the 
past week by the two leading com- 
panies in the field call attention to 
, sensational expansion in the soft | 
drink market during the past year. 
Sales volume for the field as a 
whole is estimated to have risen 10 
to 15 per cent. 

Coca-Cola Company, which had 
a banner year in 1938 when earn- 
i topped $23,000,000, did the 
greatest business in its history in 
1939. Net earnings for the past year | 
shot up to $27,230,375. The earn- | 
ings per share amounted to $6.81, | 
compared with $5.94 in 1938. 

R. W. Woodruff, chairman of the 
Coca-Cola board, revealed at Wil- 
mington last weekend that the com- 
pany’s 4,000,000 share-holders would 
receive a 75-cent dividend, a figure 
50 per cent higher than that of the 
previous year. 

Meanwhile Pepsi-Cola Company 
announced that its 1939 earnings 
were 72 per cent higher than in 
1938. Net profit for the year 
amounted to $4,870,479. This 
amounted to $18.78 per share on 
less than 260,000 outstanding shares. 


GENERAL OUTDOOR REPORTS 
GAINS IN EARNINGS 


nes 
ens. 


Chicago, March 5.— Improved | 
conditions in the advertising field | 
are reflected in the 1939 earnings 
report of General Outdoor Advertis- 
ing Company released last week, 
which shows that this organization 
substantially increased its profits 
over the 1938 total. 

Earnings of General Outdoor for 
the year ended Dec. 31 totaled $1,- 
022,861 as compared to $653,612 in 
1938. 

Sales for 1939 totaled $14,154,684 
as compared to $13,519,288 in 1938. 
Sales in 1937 totaled $13,788,902. 


FOOD, DRUG LAW COSTS 
ANGOSTURA $6,643 


New York, March 5.—Angostura- 
Wupperman Corporation last week 
reported that its net profit for 1939 
totaled $26,861 as compared to $12,- 
854 in 1938. 

The report pointed out that the 
net profit for 1939 was figured after 
deducting a $6,643 write-off for dis- 
carded labels and other advertising 
materials because of the new fed- 
eral food, drug and cosmetic act. 


Electric Auto-Lite 

Earnings for the year ended Dec. 
31 totaled $5,653,839 as compared 
with $1,836,150 in 1938. 
date in 1940 have exceeded 1939 
totals, according to Royce Martin, 
president. 


Bayuk Cigars, Inc. 


Report for the year ended Dec. 31 
shows a net profit of $1,782,785 as 


COLLINS 
MILLER & 
HUTCHINGS 
INC. 


Sales to | 


| 


compared with $1,300,995 in 1938. 
Gross sales totaled $19,105,676 in 
1939 and compared with $16.791,246 
in 1938. 


Axton-Fisher Tobacco 
Report for the year ended Dec. 31 
shows a net profit of $620,334 as 


| compared with $729,451 in 19338. 


Thomas J. Lipton, Inc. 

Earnings for 1939 totaled $159,735 
as compared with $217,994 in 1938. 
A. Stein & Co. 

Net income for 1939 totaled $308,- 
474 as compared with $268,009 in 
1938. 

Abbott Laboratories 
Net income for 1939 totaled $2,- 


048,094 as compared with $1,648,326 


lord, totaling $11,485,415, a 


ADVERTISING AGE 


18 per cent over the 1938 total of 
$9,726,952. 


National Tea Company 

Net loss for 1939 was $369,079 as 
compared to a net loss of $982,313 
in 1938. Final quarter of the year, 
however, resulted in a profit, the 
first since 1937, and this, together 
with the fact that January sales 
gained 15 per cent over 1939, indi- 
cates an improved position, accord- 
ing to John McKinley, chairman of 
the board. 


Joyner Quits Paper 

Andrew Joyner, Jr., general man- 
ager of the Greensboro News Com- 
pany, Greensboro, N. C., publisher 
of the Daily News, has resigned to 


gain of | Printers to Hold Dinner 


York Employing Printers 


New 
Association will celebrate its 75th 
anniversary at a Printing Progress 
Dinner March 27. 
dinner will be 


winner of a contest among models 
whose pictures have appeared in 


| advertising material in New York 
| since Jan. 1, 


1939. 
president of 


G. Lynn Sum- 


ner, the Advertising 


|Club of New York, will speak. 


Adwomen Elect 


The Womens Advertising Club of 


| 4 ‘ 
| Rochester has elected the following 
officers: president, Margaret L. Er-| 


hardt; first vice-president, Helen C. 


E. Merling: corresponding secretary, 
Alice V. Masseth: recording secre- 


A feature of the 
the selection of the 
queen of New York City printing, | 


Three Name Pollock 


Julian G. Pollock Company, 


| Philadelphia, has been appointed to 


direct the accounts of Otto Erlanger 
Brewing Company; Tutelman & 
Kohn, maker of Byrd-cloth shirts: 
and Crescent Ink & Color Company, 
all of Philadelphia. Crescent will 


|} use direct mail and business papers 


Roland Israel, formerly with Laven- 
son Bureau, Philadelphia, has joined 
the agency. 


Bath Copy Continues 


Apparently undismayed by criti- 
cism of its copy featuring mustard 
for bathing, Atlantis Sales Com- 
pany, Rochester, N. Y., has launched 


|}a new campaign for Coleman’s mus- 
Schaier; second vice-president, Ruth | 


tard in Eastern newspapers, stress- 
ing the “mustard bath for sleep.” 
J. Walter Thompson Company is 


in 1938. Sales reached a new rec-!return to the practice of law. tary, Marie E. Weiland the agency. 
SAN FRANCISCO . me + 
° ‘ “ & SE ; PR ; 
from the air, showing the single- “ stig ae i 


span Golden Gate Bridge and 
Marin hills in the background. 
One span of the 4!/>-mile Bay 
Bridge in the foreground towers 
over the busy Embarcadero. 


PHOTO-ENGRAVERS 
IN CHICAGO 
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Bridging the gap between counter and consumer, The 
Call-Bulletin is San Francisco's FIRST daily newspaper for 
display advertising. Its evening circulation leadership 
among Northern California newspapers is built on a 


foundation of 85 years of public service in San Francisco. 


San (FrancLeo. 


CALL-BULLETIN 


The 2IU Se Sit 
Represented Nationally by 


Pa 


in 2 ERO DSN Market 


Paul Block and Associates 
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[a 486©6GREAT AMERICANS AT HOME 


NO. 5—ELECTRICAL WIZARD 


AT PLANT 
INSPECTS NEW 1941 SUPER- 
ECONOMY ELECTRIC 
‘4; RANGE ... BURNS FINGER | 
Ws Z DECIDING HOUSEWIVES 
WANT AQUAMARINE 
OVEN. INTERIORS. 


J AT LUNCH 
CONSIDERS EMPLOYEE STOCK PLAN... 
DEMANDS SPECIAL CONSIDERATION 
FOR INVENTIVE YOUNG MEN... 
MODESTLY POINTS OUT WHAT HIS 
INVENTIONS DID FOR COMPANY. 


od 


GETS HOME 
TO FIND RADIO TROUBLE... 
SAYS HELL FIX IT... BLOWS 
OUT HOUSE FUSES... WIFE 
AYS SHE LOVES HIM JUST 
THE SAME BY CANDLELIGHT 
SURE, BUSINESS IS EXCITING 
BUT— 


V5 Lavrieg that Really Coane 


_and the fun of living is not confined to those whose patent 


royalties run into millions! Whether you are selling electric ranges, 


1 iw 
5 
7 


dry cereals, refrigerators or cheese, the market that really counts is 
7 made up of people with the desire and the wherewithal to buy. The 
Zz. American Home magazine — with its editorial pages and advertis- 


c: ing devoted exclusively to ideas on living —today offers these 
a people (men and women) more usable ideas than any other maga- 
- zine ...has gained over a million and a half new readers since 1933. 


. Seems like a profitable market-place in which to tell your 
story and show and sell your wares . 


Bit Among major magazines, The AMERICAN 

s HOME today is FIRST in percentage of: THE PRIMARY HOMEMAKER MARKET 
eee mee pny with ee over 820 a week" go” ‘ 

* eee tor ines (actual) on homem n 4 nA 

a: eee Senmaber sah vo te pte tt an : 1S ONLY. 


aa ... cireulation in Metropolitan Suburbs. 


At a Mass Rate for Selective Selling! 


Among major women's and home-service 
’ magazines, The AMERICAN HOME is 
ros FIRST in percentage of: 
+. total men and women readers per reader-family 
«+. reader-families with executive and 
professional family heads* 
--. cirealation in Metropolitan Markets 


*Sterch, 1939 


Soe, “Avprican Home 


THE MARKET-PLACE FOR IDEAS ON LIVING 


\OF AMERICA’S 
POPULATION 


int Pa . F 
ee lee 


eee 


: 


Getting Personal - 


Readers of The New Yorker chuckled recently at a cartoon which 
showed two machine gunners on the ground taking pot shots at a 
skywriting plane overhead. The gunners’ uniforms bore the inscrip- 
tion “Coca-Cola,” and the plane was writing “Pepsi-Cola.” Pepsi 
executives deny any connection with the creation of the cartoon, but 
the drawing now decorates the office wall of Don Mitchell, v.p. and 
gen’l s.m., Pepsi-Cola. . . 

George J. Hecht, Parents’ publisher, is spending five weeks on 
the Pacific Coast. He’s combining business with pleasure. .. Henry H. 
Conland, publisher of 
the Hartford Courant, 
acquired a grandson and A PIN FOR UNCLE BILLY 
a namesake at one fell 
swoop of the stork re- 
cently. His son, Henry 
J. Conland, who is ass’t 
circulation mgr. of the 
paper, is the proud 
papa... 

Norma Murray, ad- 
vertising solicitor for the 
N. Y. Daily Mirror, ac- 
quired a husband in 
Florida last week. She 
married Dan _ Parker, 
Mirror sports editor, 
whose income from sev- 
eral recent magazine 
pieces ought to cover 
honeymoon expenses. . . 

Frank E. Mullen, 
v.p. in charge of adv., 
RCA, and T. K. Quinn, 
Maxon chief, are divi- J. W. (Uncle Billy) Spear, editor of the Republic, 
sion chairmen in a mem- Phoenix, Ariz., (right) receives a diamond-studded 
bership drive being con- = pin from Charles A. Stauffer, publisher, at a 

uge party celebrating completion of 48 years 
ducted by the N. Y. of service to th by Uncle Bill 
Merchants’ Associa- a ee ae eee ee 


tion. .. : 
Lambert J. Wisherath, a.m., Buffalo Foundry & Machine Co., come 
from a family long important in Democratic circles in Buffalo. Con- 
sequently, it came as no great surprise recently when Buffalo’s mayo: 
named him to fill a vacancy on the Sewer Authority, regarded locally 
as something of a political plum. Wisherath is active in the National 
Industrial Advertisers Association as a director and prexy of the 
Buffalo chapter... 

Edgar Kobak, v.p., Lord & Thomas, stopped off to visit relatives 
in Georgia enroute back to Gotham after a Florida vacation. . . The 
Wally Boren who signs those interesting short pieces which appea) 
regularly in This Week under the standing head, “Wally’s Wagon,” 
is the same Wallace Boren who is an account executive at J. Walter 
Thompson. . 

George E. Ruppert, president, Jacob Ruppert Brewery, is deep 
sea fishing off the West Coast of Florida. Before heading North, he 
will stop off to watch his Yankees and Newark Bears in Spring train- 
ing. The brewery head is v.p. and trustee of his late brother’s base- 
ball interests. . . 

John S. Knight, president of the Akron Beacon-Journal, has 
established a $25,000 fund as a memorial to his father, Charles L. 
Knight, former publisher of the paper. The money will be advanced 
to deserving students seeking to continue their education. . . 

Amon Carter, publisher of the Fort Worth Star-Telegram and one 
of the Southwest’s most picturesque citizens, is one of John N. Garner’: 
financial backers in the race for the presidential nomination. Carter’s 
brother-in-law is Everett Hoagland, band leader now playing at the 
Waldorf-Astoria. Hoagland has just written a campaign song fo! 
Garner... 

When last week’s storm hit the New York area many an adman 
living in the suburbs learned the meaning of blackouts and absence 
of heat due to power failure. A bit more fortunate than the rest wa 
A. W. Sherer, a.m., National Biscuit Company, who happened to hav 


~ HARD-WORKING ADMAN GETS NO TIME OFF 


Your heart, and ours, bleeds for Dick Francis, of Campbell-Ewald's L. A. office. 

shown here slaving away in the black of night at Earl Carroll's Hollywood restau- 

rant, all because he needs a story on the establishment for the April issue of 
Chevrolet's ‘Friends magazine. 


a good supply of dry wood stored in his Greenwich, Conn., hom 
Candles had to furnish the light, but crackling fireplaces made th 
crisis almost bearable. . . 

Work almost ceased for a while in the United States Mint 
Washington when Major Lenox R. Lohr, president of National Broac- 
casting Company, dropped in by invitation with his famous co! 
collection. The NBC prexy also collects stamps and lethal weapons 
of all periods. . . Ray Linton, former Chicago radio rep and now 4 
producer, was wed in Louisville the other day when he intercepte¢ 
the girl of his dreams returning from Florida... ' 

Donald C. Marschner, Southern advertising representative of Shel! 
Oil Company in Baltimore, is telling friends of the arrival of a daug- 
ter, called Mary Ball for her mother. . . Paul S. Carter, of Newsp: 
Groups, Inc., New York, named his new daughter Nina Braxton Car*’ 
and later noted that the initials, NBC, were highly appropriat I 
the first year. . . 
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ia . | ° ne inting, lithographing, ial | magazines, price lists, 
Approves TaxiColors §=End Michigan Tax | photography, commercial art  or| menus, advertising records for radio| Max Gertz Re-elected 
The state attorney general's de- « cdl ‘gage: roadcs z . ax Gertz, 0 . rtz, Inc., Ja- 
partment of Michigan has upheld ON Production other similar process and used| broadcasts, and envelopes’ used 


the right of taxicab companies to} 
make the color schemes of their cabs 


of Advertising 


g part of their trademark. It au- 
thorized the department of state to| Lansing, Mich., March 5.—Under 
accept registrations of taxi a new ruling announced last week- 


anies’ color schemes 


to use them. 


Magazine Sets New High 


The March issue of Mademoiselle, 
142 pages of advertising and 
a 240-page book, has set two new 
The previous peak issue 
was that of August, 1939, with 132 
advertising pages and a 216-page 


wit! 


reco rds. 


book. 


com- 
- and said it| 
would be illegal for other taxi lines 


end by the state board of tax ad- 
ministration, collector of the state’s 
3 per cent sales tax, sales of com- 
mercial advertising materials will 
in the future be exempt from the 
tax. 

The ruling defines commercial 
advertising as wording, lettering, 
designs, pictures, scenes, or com- 
binations thereof, produced upon 
| special order of the purchaser by 


solely to promote, aid or influence 
the sale or use of certain tangible 
personal property or commercial 
service, or the patronage of a cer- 
tain place or places of business. 
Non-taxable items include re- 
tailers’ purchase of the following: 
window, outdoor, and other signs 
or other commercial advertising 
which advertises goods or services 
for sale or the name, nature or 
policies of the business; posters, 
billboard posters, placards, dodgers, 
handbills, direct-mail advertising, 
pamphlets, folders, blazers, bul- 
letins, catalogs, house organs, news- 


solely for mailing advertising at 
less than first-class postage rates. 


Reliance Names Agency 


Reliance Mfg. Company, Chicago, 
maker of work clothing, sportswear, 
dresses, dress shirts and pajamas, 
has appointed Ruthrauff & Ryan, 


Chicago, to handle its advertising. 


| Appoints Wm. H. Henkel 


| William H. Henkel has been ap- 
pointed Western advertising repre- 
sentative of The Lion, magazine of 
the Lions clubs, sueceeding his 
father, the late F. W. Henkel. 


— 


maica, N. Y., department store, has 
been re-elected chairman of the 
advisory committee on consumer 
goods of the American Standards 
Association. Ruth O’Brien, chief of 
the clothing and textiles division of 
the United States Bureau of Home 
Economics, has been re-elected 
vice-chairman. The committee is 
composed of representatives of re- 
tailer and consumer organizations. 


Ott to “Automatic Heat” 


Charles A. Ott, formerly vice- 
president and Western manager of 
Fueloil Journal, has joined the New 
York sales staff of Automatic Heat 
and Air Conditioning. 
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: effectiy. “SC in the Sale of alcoho}. beverages this book Will acty. 
‘ ally be ® gold Mine of information for you, 
% . 
| HERE's How TO GET TER Ee, 
| Thi; book is Yours, Withous Charge, in MNe ction With » $2 yearly mi 
; Ubscripti, to ADVERTISING AGE. Or, if YOU are 4 Subscrit., 
: Now, Merely end us 4 two-vea, 8dVvance renewa/ ($3), 8nd we'/ Send 
é You a Copy by return Mail. wot 
You'll find that "BEER WINE & LIQUOR MERCHANDISING. 4 x 
Makes , Most ™Portang addition, t0 you, Working library, Send for 7 
it NOw— +h, SUPply ;, limiteg and there Will nox be S€cong Printing, , 
Published by Advertising Age, The National Newspane, of Advertising 7 ca 
100 Easy Ohio Street Chicago "++ 339 West 42nd Stree New York et 
Pd: Wits 
‘aoe fT: se 4, 
eee. 
A eis. ; i= 
Bes 3? oe per ees a 
Pe ae = ae a =~ 
cost VE as ae eo rs. 
stat 


ins eae , : 2 iz 
“<j Pay’ ae Piers = Sa aa me "Pheu 


as 


2 * RATS z Ae : ‘ ° 


24 ADVERTISING AGE March 11, 1949 Mar 
au = i — oe — —_ 
; . from a Spanish galleon, he drew a MARCH ADVERTISING LINAGE IN NATIONAL MAGAZINES ’ 

uge ampaign succession of riches. The first was Wi 
an orange, which, by dint of per- ——- ae iss ern) a _or avira 
s sistent advertising, has become a] ¢pwppeat ee sae , Hollywood (F.) 31.6 13,222 281 ics Ca 
Predicted for jewel of the first water, yielding to | pune 78.9 49,849 87.0 54,984 | Screen Life (F.)......... . 31.2 13,097 28.2 11. 
its growers volume once considered |*yachting .. 67.6 42,700 72.0 45,504] neg oo Romane peg F. , eer $5.7 15,327 Ge 
i impossible of attainment. Next came | American Home . 69.1 3 54.5 34,468 Sadie Mire er , mn 2? 3 11 ¢ a. ae C) 
; d ear pee -= &@ 049 95.8292 v2 Z ri 3 ; pa ve o ) 
the lowly potato, so glorified by Sieeans gree A Garden eas + » 341695 | Holland’s ......... 13.8 10.422 9.0 : . 
° Motor 50a y ‘ 4 04,090 : on } ~~ as : 
airy ro uC 5 Idaho and Maine growers that the |wown ¢« tener 48.6 32,654 57.2 38.467 | Silver Screen (S.).. 23.0 9,855 22.8 79 brea 
° ° ° a Ra eo © sf 9 < « 9° = Cc 
varieties produced by these states| House & Garden 50.5 31,917 54.6 34,511 ena wceke tr pees 40 . _ 
Nati l P now command a premium. The| House Beautiful , + .. ace 34 68 cey | Junior League ... 117 7391 13.7 a 
ational Council Is Told apple, symbol of man’s fall from iocaies tae, mattsoni nC amg kB 3094) *Picture Play ..... 12-7 5863 121 $e W ro 
Movement Gains Gen- grace, has been converted into the | country Life 410.2 27,041 39.3 26,497 Home Arts Needlecraft -_ 98 _ 3808 _ 6.3 1.259 rhe 
sign ,of .redemption by producers of | Cosmopolitan —- we gee yt Total Group 731,383 720.169 bi 
: nenh ae te - 4 °° 9° 52 9 99 . q « 7 PUEEP cc ecsece eee tul,odSe e6 ‘ §2 " 
eral Support Washington and other states. ner nag TE Sa is ar ase 1G «17898 STANDARD 
‘ “What about the product in which | p, ie. lee oe 979 19599 881 19'724 | Harpers Magazine 30.6 7,281 40.1 cae wh 
, I : Popular Mechani ‘.2 2 * © St 46 line 
Chicago, March 4.—Though it will | We are interested?” asked Mr. Rich- | Redbook 44.0 49.2 21,100/ Atlantic ........ 24.5 839 39.4 74 
take tin rganiz . ards. “We have seen the almost| Popular Science 68.0 76 17,213} Forum ......... 9.6 4,108 10.8 { vert 
ake time to organize the milk pro- | 4T@s. dead P - |*Sunset ...... 34.0 27.5 11,808| Current History 17.2 3,846 17.4 - ject 
ducers of the country because of miraculous achievements of com- Instructor 18.6 27.4 18,766 | American Mercury ... 8.8 1,729 13.5 , TI 

the huge number involved, the task | petitive lines which, however, must | spur 16 23.5 15,762 | ——— in 1 

will be completed not later than the | be ranked as less worthy than milk. rete Tee nor et 8 ieee Total Group . 22,80 thn 

how , ct vear. ; , ith < . *t whi , thristian Herald 21. 23.5 91D OUTDOOR 

first of next year, and the result With a product which every doctor | syocnanics Illustrated 39.1 41.2 9,235| Field & Stream.. 51.7 22,175 46.6 19979 desc 

will be the largest cooperative ad- | and dentist will recommend €n-/| Boy's Life .......... ; 2a 10.3 6,980 | Outdoor Life 46.2 19.831 44.2 18197 golf 

vertising campaign in the history of thusiastically and voluntarily, which | National Geographic 32.2 36.3 8,631 Sports Afield ....... 37.1 15,925 31.8 13.636 er 
either the dairy field or of adver-| every mother recognizes as a daily arene oo iB Saobe na Ay Ser American Rifleman 20.2 9,536 26.7 11,448 yon 
P - ‘ . Scien >» American. 3. 1.0 (4% Ne al S$ . 21.7 9,31 2 9.866 s ' 

tising itself. This prediction was necessity for her child, which is be- Physical Culture 25.7 38.2 8,562 unting & Fishing. 20.9 8 952 23.7 10,147 tend 
made before the winter conference ing used by more and more busi-| *kxtension Magazine 8.3 6.3 4,337 | Fur-Fish-Game ..... 16.8 7,630 15.6 7 106 ‘ 
. P ; : , aa res rece 

of the National Dairy Council over | ess men who realize the wisdom American Legion or +% cae Outdoorsman ....... 17.6 7,544 20.2 8.649 vert 
the week-end by Owen Richards,|0f building strong bodies in order mary Ses aga ee + ro Outdoors ....... 14.5 _ 6,242 9.6 4.118 ie 

NDC promotion director, fresh from | to Win their daily business battles, | «Thrilling Group 16.9 21.3 4,779 Total Group .... 107,150 103,949 its I 

a swing through the mi the course is clearly charted. We] *American Forests 8.5 9.4 3,948 MAIL ORDER 

g gh the milk belt. iain i Goalies 5 ¢ 4 545 6 F 4108 | Comfort 01 late! 
‘ p ait ‘én . . : s & Decoration. 5.6 $3,545 mo eSee TQIOMNEONGS cascevesccees 5.2 3,5 6.5 439 . 

While a minimum of $1,000,000} ™must accelerate the trend to milk| po “ 7.5 3,208 5.3 2,277 | Mother’s Home Life.. 3.9 2706 6.9 and 
will be raised, Mr. Richards said |®y according it the advertising sup- | esecrets .......... 14.3 §3,194 * ‘qed ) mond ‘ edits enatteces also 
that the sum to be made available | port which it deserves. *Nature Magazine 7.4 3,186 9 2,534 Total Group ............ : 6,207 : 9 O78 Tr 

; . © ar P ice | Pee 3.7 3,075 5. 3,352 ae > 7 

will far exceed this figure. Several Other Stories to Tell He gg all = —,* 1+ Se eo ry WEEKLIES AND SEMI-MONTHLIES (February) chat 

states have already started th 1 . Open Road for Boys..... oan She se “s °%<*! The Saturday Evening Post.188.4 128,133 176.1. 119.788 . 
s é already starte the col- nd P *Street & Smith Combination 13.5 3,024 12.8 2,856 Life 173.8 10 as ; Sta 
oe lection of funds, on the basis of one If in milk we have a beverage | «college Humor 69 2952 5.7 348ligime ...... sci beiee Ry Tp, Wil: 
eon cent per 20 pounds of butterfat pro- which is without a peer, we can also | *Big Seven Group. 13.0 2,913 12.0 2,688 | Collier's ............+ "106.0 725097 106.7 72 5 t t 
; duced by their dairymen, and others point to many other superior points a Life .....+.. 6.9 ete ag 2,996 | The New Yorker........... 167.6 71,908 155.4 66.48% a 

: afiiiee fen See of dairy products. The list includes | O08" iii | BE ly . sone ea 2,551) *The American Weekly...... 31.3 59,623 29.5 55,216 wes 

are rapidly falling in line. ' : és ; Ace Fiction Group. 9.2 §2,060 pat --> | Business Week 117.5 0.401 1008 4 the 

ice cream, which is universally] asia ................. 29 1,248 33 1,898 lenis Week. as waht mn. [Oe th 
; , § od, ’ « “s.0 29,1580 
Success Stories Told popular; cheese, which delights the ; ' . se aeg | Newsweek $44 36214 694 29°70, os 
Mr. Richards used the treasure | Palate of the gourmet, and butter, rotm wees AMINES Boia seat soe ©6OTG,S09 ag eerer 63.2 27,092 61.4 26,326 gp 
ae eae at . . avari or WOMEN’S MAGAZINES FRAIL CUPOIO ack koe sesavens 57.9 24,840 2.7 8.311 In 
chest idea to demonstrate the value the greatest flavoring agent ever), _... 155.4 98,226 168.3 106,370|*New York Times Magazine. 23.8 £23,796 *13 22 mer 

of advertising, for agricultural| discovered in the art of cookery. | Harper's Bazaar . /132.7 89,169 146.6 98.485|Cue ....... es .essee BLS $22,110 44.2 16. 

products as truly as for any others.| With such outstanding character- | Mademoiselle oe 142.2 60,991 38.6 16,573/Grit ...... vv 48.1 18,165 40.7 15,390 
From an ancient cask which looked | istics, can we longer afford to allow perry a rearyegg te. 1 rs ray th Phar sane ook. oe ; # ag -¢ he aR Sc 

aber : : a Pree , sadies ome Journa 58.5 39,748 55.3 37,618 ear 8. 12,653 14.9 10 
as if it might have been pirated | OUT product to fight its way without | yocats Pr ereT Tree 58.2 39,597 66.1 44,933 | United States News 24.7 $10,607 10.0 2101 
assistance? Woman's Home Companion.. 50.8 34,561 60.1 SG,STS LT POPOON cccccecce 22.7 9,749 22.4 9590 M 
Giving the answer, Mr. Richards a ogg A . eee x e* my aytt as re ae Sie “ ee : Seesee 4.7 3,214 3.1 2,089 
- i = . " *arents’ (Nationa 49. 21,357 44.8 9,22 cholastic 6.5 2,803 10.3 4,43! 
said that the dairy farmers of the (Sp. Edition) ....... 21 1.332 3.6 1,564 wie a se f 
A Complete United States are keen observers of | Modern Screen (M.M.).. 37.2 15,969 41.2 17,684 Total Group ............ 829.562 714.044 . 
the business scene. They have wit-|Screen Romances (M.M.) 35. 15,152 12.2 6,222 ‘ 
. , 4 ¢ -| Modern Romances (M.M.) 35.0 15,017 37.9 16,261 *Figures provided by publisher Sct 
nessed the success of various brands ate maaan (McF.) she 4618011 «879 «(16.841 eek toubadeds to an f sher Sch 
“ . rue ances Mcr, oo. , of. re i c > ( n total. - 
of coffee, of soft drinks, and of in- True Confession (F.)..... 35.6 14,945 28.6 12,028 +Page size changed from 2,086 to 429 lines, Oct. 15. 1929 bee 
numerable other products which| True Experiences (McF.) 34.8 14,927 36.4 15,627 tPage size changed from 369 to 429 lines Aug. 12, 1929 dire 
they believe possess only a tithe of a Story a ceoseece 35.0 yt 29.5 12,375 pS Bn — changed from 1,040 to 1,000 lines Oct. 1, 1939 cep 
. “wee 1: : . Movie Mirror (McF.). 33.2 2 39.0 16,751 Five issues. his 
the intrinsic virtues of dairy prod- Photoplay .........- 20.5 13,932 24.5 16,690 Group designations: M.M.—Modern Group. McF.—Mac- ~ 
. ucts. Household .......... 20.4 13,888 24.6 16,720 | Fadden Women's group. F.—Fawcett Women's "Group K 
Hence, he said, they have sold | Motion Picture (F.) $1.7 13.33 28.8 12,095 |S.—-Screenland Unit. , mal 
themselves on the necessity of put- are 
Small and large users of ting the power of advertising back P ig ket: 
: ; B of their product and already are Ross-Nahm Organized March Linage in Kelley Elected Director 
Direct Mail will find our talking of hiring Jack Benny to do PR cchon , gehen hg ge gyre oo m Vincent J. Kelley, an employe and 
; a : ae | the pas years wi . H. Ahren M Sh Ww stockholder of the New York office 
prices and service to eh ger pr ‘oan can’ ke Company, New York, has resigned agazines OWS of Noee, Rothenburg & Jann, has 
; cat the, tasks to cematiiiated. ten Gib to form Ross-Nahm Company and y) 5% D li been elected director and vice- 
be to their advantage. luded oe I ’ American Market Surveys in asso- | 4&eJ /O ecilne president. 
cluded. : > ciation with Horace H. Nahm, who} wi york March 7.— Althoug! —— 
The American Dairy Association, | continues as president of Hooven : he — = wi ois — Perloff Nam Cant 
e the organization in charge of pro- | Letters, Inc., New York. Ross-Nahm | two of five groups scored gains, | “wag ind an or 
motion plans, will hold a meeting in | will offer direct-mail services and total magazine linage for March de-| Louis Perloff, Philadelphia whole- Bo 
‘tablish | American Market will handle mar-| clined 2.5 per cent from the 1939 | sale jewelry company, has appointed 
Chicago next month to establis ‘ | Solis S. Cantor Advertising Agency, 
headquarters and a permanent staff. ket research. Offices | are at 352/| total, Publishers’ Information Bur- | Philadel hi i. dies i 8 Age :. E 
Fourth avenue, New York. eau reported today. This was uladelphia, to direct its accoun pai 
scpaniinr papemeete reversal of the trend shown in Feb- tra 
7 Hf 
a a Appoints D. M. Carson “U. 4 News” to Pearson ruary when an 0.2 per cent gain | = 
cago, nois Dudle — ae hafaae Des ; was recorded ao a 
y M. Carson has joined the Fisher H. Pearson, Jr., Boston, as . a 
Delaware 3244 publicity and public relations staff | has been appointed to represent the Weeklies and semi-monthlies, re- pet 
of Seiler, Wolfe & Associates, Inc.,| United States News in the New|porting February linage today, ma 
Detroit. England territory. scored a gain of 15.2 per cent. The | do 
current total was 822,562 lines as | syn 
compared to 714,244 in 1939. se 
Among the monthlies, general rt 
magazines experienced a loss of 6.4 1 
per cent with a total of 633,237 | - 
lines as compared to 676,260 last | 
F ’ tlor 
year. Women’s magazines scored a tint 
gain of 1.6 per cent with 731,383 
lines as compared to 720,162 in 1939. Ge 
Both women’s magazines and group \ 
publications are included in this) Yor 
classification this month. 
: , ad\ 
Standard magazines carried 22,- pro 
803 lines, a decline of 24.2 per cent, Ep: 
| ’ 9 
| from 30,096 reported last year. Out- | 
door magazines gained 3.1 per cent Ja: 
A new way to ‘‘stop them!’’—new ATLAS DISPLAY To Give You An Idea | ae Rays “ lines - nner es P 
. . ast year. wo mail order 
PRINTS, big, colorful and eye-catching BUT economical. : rod ma 
z ; of the scale of prices and quaniti- magazines carried 6,207 lines as de! 
es Many a newspaper ad (or other illustrated selling copy) will ties, 10 Display Prints enlarged to compared to 9,278 in 1939, a loss ad me 
become a dominating display, if you make it BIG. Now 24x36" from one original, $1.70 ~~ per cent. ' i dies | Wo 
° e ° - 25 , = igures an age totals for the 
ATLAS Display Prints, up to 54” wide mounted on strong, coch— 25 at S140 cach — other o. me a 
: ne pi quantities and sizes in proportion. | indiv idual magazines are shown in| — 
flat Superboard with an easel, make a big impression Color is not restricted to black, but | the accompanying table. 
without the handicap of costliness. AT NO ADDED COST can be | aeanmene 
‘ , blue, brown or red on white. Write 
. - Send for a sample with prices. Remember ATLAS also or phone Atlas, Whitehall 7575, Made Sales Manager Modern C-- sa 
. 3% “bi ies’ — ° and let us show you how the new | Felix L. Lippman, advertising y 
x, or the other “big specialties e rge ; : " 
” d th ical A Atlas Display Print will help solve | manager of Timely Clothes, Roches- | “Pix Wow ’Em 
ments—Jumbo-Stats, and now the big econom tlas your dleplay problem — coonemi- |ter, N. Y., formerly the Keller-| 
Display Print. call | Heumann-Thompson Company, has! ... 60. enuepe ead 
cally. : YE*CATCHERS are the sp* — 
been made its sales manager. os anne, Pn he 
f successful ads ‘a 
See every one Use them wy | 
. they cost so little. Book of 
ATLAS PHOTO COPY COMPANY 6) :::::"::" Sian aaa 
— 919 NH. MICHIGAN AVENUE Diane Gregal, formerly with EVE “CATCHERS, Inc 
P 221 W. LASALLE STREET Tested Selling, Inc., New York, has | . 
*> ™ ‘ joined the sales and creative divi-| 10 East 38th St.. New York City 
a 104 S. MICHIGAN AVENUE sions of D. H. Ahrend Company and | 
General Research, Inc., New York. CO eC — 
ves. 
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March 11, 1940 


ADVERTISING AGE 


Wilson to Put 
Campaign Behind 
Golf Professional 


Chicago, March 6.—Making a clean | 
preak with tradition, Wilson Sport- 
ing Goods Company will shortly | 
launch a magazine campaign in 
which it will devote the entire space 
to telling experts and duffers alike 
why they should take lessons from 
the golf professional. The reader 
will have to read down to the last 
line to learn the identity of the ad- 
vertiser, who will ignore the sub- 
ject of the products it makes. 

The first advertisement, to appear 
in Life March 11, will show an 
illustration of Enrico Caruso and 
describe him as “an inspiration to 
golfers.” The text will relate that 
even the golden-voiced tenor occa- 
sionally repaired to a famous voice 
teacher, where his singing would | 
receive critical appraisal. This ad- | 
vertisement, of course, is directed to 
top-flight golfers. Wilson will pay 
its respects to the over-100 boys in 
later pages in Life, The New Yorker 
and Time. Golfing magazines will 
also be used. 

In view of the aggressive mer- | 
chandising plans mapped, United | 
States Advertising Corporation, 
Wilson agency, paid particular at- 
tention to illustrations, designed to 
win the whole-hearted approval of 
the technicians. Wilson, tenth in 
the list a few years ago, is now re- 
ported second in volume, and first 
in the sale of higher-priced equip- 
ment dispensed by professionals. 


Schick Changes 
Marketing Policy; 
Uses Distributors 


Stamford, Conn., March 6— 
Schick Dry Shaver, Inc., which has 
been wholesaling its electric razors 
direct to retailers ever since its in- 
ception a decade ago, inaugurated 
this week a new selling policy. 

Kenneth C. Gifford, general sales 
manager, revealed that distributors 
are being appointed in major mar- 
kets throughout the country. The 
new policy will affect a large ma- 
jority but not all Schick dealers. It 
is expected that the new distribu- 
tion system will be more convenient 
for retailers and more profitable 
for the manufacturer. 


Elliott Trademark 
Basis of Campaign 

Releasing initial copy in a cam- 
paign designed to popularize a new 
trademark, Elliott Addressing Ma- 
chine Company, Cambridge, Mass., 
employed a novel teaser technique 
in Business Week and Time. Single- 
column copy asked readers, “How 
many famous advertised trademarks 
do you know?” Sixteen well-known 
symbols followed, with identifica- 
tions printed upside down at the 
bottom. 

The only unfamiliar symbol was 
the new Elliott name plate. The 
idvertiser was not otherwise men- 
toned. Future insertions will con- 
tinue to emphasize the symbol. 


Gets Pinesbridge 


_ Willard B. Golovin, Inc., New 
York, has been appointed to handle 
advertising of Pinesbridge Farm, 
Producers of smoked turkey. A. B. 
Epstein is account executive. 


Jaspert Joins WTAG 


George H. Jaspert, formerly sales 
manager of Station WFIL, Phila- 
delphia, has been appointed com- | 
mercial manager of Station WTAG, 
Worcester, Mass. 


————— 


‘Manual for Dailies, 


| vertising representative for the New 


| countries. 


CLICQUOT CLUB STARTS COLOR SERIES 


Three generations have 
preferred this fine old 


flavor-aged ginger ale 
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<==" Clicquot Club 


i hes w 
First four-color page in a new campaign for Clicquot Club appearing in the 


March I! Life. Newspapers, outdoor, spot radio, and display material, as well 
as dealer helps, will also be used. N. W. Ayer & Son is the agency. 


Urges Moderation 
Boylan, Author of in Trade Control 


Courts should explore policies in 
|} regard to unfair competition cauti- 
Succumbs at 58 | ously, according to Prof. Zechariah 


3 ; _ | Chafee, Harvard Law School, and 
Indianapolis, March 4.—Hoyt S.| jn the case of some competitive in- 


Boylan, who as chairman of a com-| juries leave “the defendant in the 
mittee of the Inland Daily Press| hands of the Federal Trade Com- 
Association was chiefly responsible| mission, Better Business Bureau, 
for development of a sales manual | S0cial ostracism or his own con- 
for local advertising departments, | Strence, spemang on 7 gana 
died in Methodist Hospital Saturday | “Ht they (the courts) consent to 
at the age of 58. enjoin trade practices now unfa- 


Mr. Boylan was formerly adver-|miliar to them like false advertis- | 


tising director of the Palladium-| ing,” he said, they will be well on 
Item. Richmond, Ind., and it was|the road to taking over the task of 
during this period that he played | business management, an undertak- 
such an important role in the Inland | !%8 of such vast proportions that 
organization. He also was secretary the courts should first ascertain that 


of the Newspaper Advertising | jt CaF. p° handled well in private 
Executives Association for two : 
years. ° 

After leaving the Richmond | Grossman to Sterling 


paper, Mr. Boylan came to Indian- Arthur Grossman, formerly presi- 
apolis as publisher of the Monon dent of Merchandising Arts, Inc., 
News. a weekly. New York, has been appointed ac- 
owe E count executive of Sterling Adver- 
—_ tising Agency, New York. 

CHARLES H. PRISK 


Campaigns Must 


Be Sold to Own 
Sales Force First 


"Inside Skeptics’ Can 
Ruin Any Campaign, 
Says Merchandiser 


Chicago, March 6.—Dogmatic ad- 
| vertising, and advertising which has 
been oversold to advertisers’ sales 
| forces and to dealers, has done more 
| to create advertising skeptics—both 
in consumer and business ranks— 
than all the consumer leagues put 
together, John McPharrin, merchan- 
dising specialist for Bauer & Black, 
told the Advertising Managers Club 
| of Chicago last night. 

Consumer skepticism of advertis- 
|ing is bad enough, Mr. McPharrin 
said, but a long step toward elimi- 
nating it will be taken when skepti- 
cism about advertising is overcome 
or diminished in the advertiser's 
own organization, and particularly 
among his own sales force. 

“Resell your sales force on the 
dignity and importance of selling— 
convince your salesmen that they 
are not in some kind of a racket and 
that selling is a worth-while ac- 
tivity which provides real benefits 
for both seller and buyer, and the 
problem of advertising will take 
‘care of itself in large measure,” he 
said. “Your first job is to sell your 
own salesmen on the value of ad- 
vertising and give them real faith 
in selling as a legitimate activity.” 


Outlines Sales Meeting 


Mr. McPharrin outlined the pro- 
gram for a sales meeting which he 
said would do much to encourage 
salesmen to do a better job, and 
which would insure their using the 
sales and advertising portfolios de- 
veloped for them, instead of leaving 
them in their cars and selling deal- 
ers on the basis of price concessions 
of one kind or another. 

Start the meeting, he suggested, 
with a talk on the purpose of sell- 
ing, designed to give the salesmen 
new confidence in their calling. “Get 
back to the original dictionary 
meaning of selling,” he suggested. 
“To sell means to give or yield 
knowledge for a common good pur- 
pose.” 

Then before going into the adver- 
tising story, answer the question, 
“Why Advertise at All?” Tell them 
why advertising is used as a sales 
tool and what it does, why it is 
cheaper and more effective than any 
other known sales tool for its job, 


| and why it helps the retailer move 
merchandise, he said. 

“Don’t climb out on a limb by 
| overselling the advertising,” he cau- 
itioned. “Don’t let any salesman 
get the idea that the advertising is 
'so good the goods will sell them- 
| selves, and all that is necessary is 
| to expose them to the buyer. Don’t 
tell them the advertising will double 
sales, when you know it won’t. Con- 
vince them that the advertising is 
designed to help the salesman and 
the retailer, not replace them. 

“And be sure to sell the copy idea 
in your advertising—don’t take a 
chance on letting the salesmen fig- 
ure it out for themselves. Show 
them the research behind the selec- 
tion of the theme, the reasoning in- 
volved, and let them see by ex- 
hibits in the meeting room how 
your research is performed, how in- 
quiries are handled, what the trade 
thinks of your campaign, etc. Give 
them every reason to think that you 
have done a careful, complete job 
of providing assistance for them 
and their customers. 


Tour Through Agency 


“It may be well to have a media 
man on the program, but be sure 
he sells advertising and not just his 
own book. 

“Your agency should be repre- 
sented, too. And if the agency is 
located in your city, it’s a wonder- 
ful idea to take the whole sales 
force on a tour through the agency 
offices, where they can see the copy 
and art departments, the research 
staff, etc., and be further impressed 
with the hard work and hard think- 
ing the advertising department is 
putting behind its material. It will 
give them increased respect for 
your campaign, and increased con- 
fidence in themselves.” 


Uses “Confucius Say” 
Marlin Firearms Company, New 
Haven, Conn., is using the “Con- 
fucius Say” craze in a three-color 
lithographed window streamer ad- 
vertising Marlin razor blades. The 
attention-getting line is “Confucius 
Say: Save Face . . . Save Money.” 


Allen Appoints 

Allen Calculators, Inc., New York, 
has appointed Redfield-Johnstone, 
!'Inec., New York, to direct its adver- 
| tising. 


Pasadena, Cal., March 4.—Charles 
Henry Prisk, publisher of the Pasa- 
dena Star-News and Post, died here 
today. Aged 64, Mr. Prisk suc- 
cumbed to a gall bladder ailment 


came into prominence in 1904, when | 
he headed a group which bought 
the Pasadena Star, which was 
merged with the News in 1916. 


Joshua B. Powers, Inc., New York, | 
has been appointed exclusive ad- 


York Times in Latin America. The ] , at rd 
company has offices in Rio de} WRBAT © Sceraene 
Janeiro and Buenos Aires, with rep- | 
resentatives in all Latin American 


nes 


| 


| ae Coy Jae 
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FOR SALES IN 
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TRAFFIC WORLD 


Newspaper)” 


CHAPTER EEIXK GH AMERICAN COMMERCE 
— 


WAREHOUSING —BISTRISUTION—MATERIAL HAMBLING 


tion of transportation, 


expanded its editorial 


$15.00 a year. 


thirty-three years ago. 


to tell their sales stories. 


with which he had been ill for sev- 
eral weeks. ; 
A native of California, Mr. Prisk 


Keeping abreast of the constant growth in the regula- 


TRAFFIC WORLD has steadily 


coverage. As a result, the sub- 


scription price has recently been raised from $10.00 to 


The inauguration of this new price brings with it a 
new dress in which will continue to appear weekly the 
same type of indispensable editorial material that has 
been published in TRAFFIC WORLD since its inception, 


To capitalize on this unusual editorial interest, more 


and more advertisers are turning to TRAFFIC WORLD 


And, why shouldn't they? 


TRAFFIC WORLD is not just an extraordinary publica- 


tion: it's even more—actually, it's a business service 


which is a necessity for transportation executives. 
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See $5,000,000 
Expenditure for 
Political Copy 


(Continued from Page 1) 

Although national expenditures 
for newspaper advertising have not 
existed as such during recent years, 
it is understood that the 
committees of the major parties 
have always assisted state and local 
committees in paying for candidates’ 
space. In addition to such budget 
allotments, local committees have 
bought space consistently on thei: 
own. Exact statistics on the extent 
of such expenditures do not exist, 


but the best estimates available 
point to newspaper budgets totaling 
between $1,000,000 and $1,500,000 


during the 1936 campaign. There is| 


every reason to believe that this 
figure will be boosted during 1940, 
considering the nature of the fight 
and the elaborate fund raising 
efforts that are already under way 

Thus with a conservative esti- 
mate of $2,000,000 for newspaper 
space and $3,000,000 for network 
broadcasts, the 1940 political adver- 
tising budget appears destined to 
reach a $5,000,000 total. 

While there are no_ indications 
that radio time bought by political 
candidates will vary very much 
from previous years from a show- 
manship standpoint, political ob- 
servers express the belief that 
newspaper copy may take on more 
and more the complexion of con- 
ventional product advertising. Ir 
support of this prediction they point 
to the success achieved by two can- 
didates in 1938 through the use of 
modern advertising supervised by 
experts. 

The first of these was the cam- 
paign of W. Warren Barbour of 
New Jersey who ran for the United 
States Senate. Under the direction 
of Jerome B. Gray & Co., Philadel- 
phia, a newspaper campaign was 
waged which was distinguished 
chiefly by the cartoon-strip style of 


central | 


copy that has been so successful in 
moving foods and drugs off dealers’ 
shelves. Mr. Barbour won in a 
walk. 

Spectacular Victory 


Perhaps even more spectaculai 
was the victory of Mayor Howard 
W. Jackson who sought re-election 
in Baltimore. Only a short time be- 
fore November, 1938, few political 
wiseacres believed Mr. Jackson had 
|a ghost of a chance. He had reached 
out for the governorship of Mary- 
land and had taken a decisive drub- 
bing, even losing most of his native 
Baltimore And yet, once the 
streamlined campaign got under 
way, directed by the Joseph Katz 
Company, Baltimore, the tide began 
to turn. The first move was full- 
page newspaper copy in which Mr. 
| Jackson, in a heart-to-heart talk 
| with the people of the city, asked 


|them whether they wanted him 
jagain as their chief executive. 
Forty thousand affirmative replies 


| were received from the single inser- 
tion. Radio scripts dramatized Mr. 
Jackson's life and achievements, and 
newspaper copy presented the issues 
simply but convincingly in accepted 
product advertising style. Election 
day saw Mr. Jackson a winner by 
| 36,000 votes. 

An interesting sidelight to the 
application of modern advertising to 
politics is the reaction received by 
Ted Patrick, copywriter for Young 
& Rubicam, following a presentation 
he made in Scribner’s, in November, 
1938, demonstrating how he believed 
Thomas E. Dewey could be “sold” 


to the American electorate as their 
next president Despite the fact 
that his subject matter was, in 


effect, a brief for a Republican vic- 


tory in 1940, the only inquiry re- 
ceived by the agency man came 
from a member of the Democratic 
National Committee. 


Appoints Pederson 

The newly-created post of direc- 
tor of national sales for Stations 
KFI-KECA, Los Angeles, has been 
filled by E. D. Pederson. He was 
formerly national sales manager of 
KNX, manager of KOL, Seattle, and 
with Paul Block & Associates, Los 
Angeles. 


“WHERE LIBERTY DWELLS, 
THERE IS MY COUNTRY” 


THE BATTLE CRY OF THE AMERICAN 


LEGION IS..’LET 


“| QHE endeavor of The American 
Legion to keep liberty 


supreme in America is manifested inthe 


ever 


editorial policy of The American Legion 


Magazine. This magazine reflects the 


conviction of its 1,000,000 subscribers 
that to preserve liberty Americanisn 
must be the one and only “isin” in tl 
country. 


The American Legion M i7 
owned, edited and published by I 


FREEDOM RING!” 


naires —oflers to industry the opporti 


nity of selling its products to 1000,! 


prime consumer families, 


Phese 1,000,000 Ley 


rionnaires, earning 
WCET “ I nat onal averac 
beliewvit n and living under th 


American Wavy are the 
es. Your 
The American Legion Magazine 


backbon: 0 


idvert sing in 


r comimut 
taps 


i reservoir of BILLION DOLLARS’ 


WORTH OF 1 ONPOWRR 


She Clmcrvtcan 
LEGION MAGAZINE 


ome the opportunsty to show 4 presentation 


Offices NeW YORK CuUICA 


demonstrating Legion activities and purchasing power 


Go ATLANTA Los 


ANGELES 
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MARCH ADVERTISING LINAGE IN FARM PAPERS 


Poultry and 


March 


—_ a 
— 


Poultry ang 


Livestock Livestock 
Commercial Display— r— Display-- —Commercial Display— 7—Display.— 
1440 —1939-—— 1940 1939 ——1910—, 1939—— 1940 029 
Pages Lines Pages Lines Lines Lines Pages Lines Pages Lines Lines Ling 
Monthlies Bi-Weeklies (February) 
Country Gentlemar 15.3 0,521 43.6 29,629 1,494 1,415) pacific Rural Press 
rogressive Farmer: . ee Northern Edition 28,577 34.0 25,706 1,960 698 

(ieorgia-Ala, Edition 34.4 25,023 30.0 21,842 711 ioe | Southern Edition 5 26,705 30.5 23,050 2,317 91: 

Carolina-Va, Edition. 33.9 24,693 29.9 21,773 869 757 | wallaces’ Farmer 1.5 24,695 20.8 16,328 4,55 re 

Mississippi Edition... 33.2 24,202 28.4 0,662 1,413 1,096 | California Cultivator. 0.4 22,972 28.9 321,862 $410 $ 

Kentucky-Tenn Ed.. 31.5 22,909 27.6 0,120 785 51) prairie Farmer 

Texas Edition seovee SRL 32,0 28.7 20,882 1,637 1.206 lll. & Ind. Editions 29.9 1,776 26 19,109 1.04 

All Editions sta wa 19,858 24.1 17,625 65 10 Pennsylvania Farmer 2% 21.725 21. 16,325 2 8] 
Average 5 Editions, 32.5 23,897 28.9 21,056 1,084 ‘lo | Washington Farmer 26.4 20,737 21.5 16,260 151 j 
Successful Farming .. 48.0 21,606 44.8 20,180 947 910 > The Farmer 
Farm Journal & General Edition 25.8 22.8 17,839 1,978 

Farmer's Wife ..... 47.6 20,408 29.8 12,795 1,584 1,196 | Rural New Yorker... 25.0 5¢ 23.8 18,674 6,434 
Capper’s Farmer 29.5 20,031 27.1 18,435 67s 739 | Oregon Farmer . 25.9 19,565 21.0 16,842 451 
Farm & Ranch 26.4 19,946 23.8 18,019 2,002 1,751) Wisconsin Agriculturist 24.7 19,345 18.1 14,228 879 ) 
Southern Vlanter 26.5 18,390 20.0 14,008 1,07% 1,108 | Nebraska Farmer ... 26.5 19,317 18.5 13,457 1614 5 
California Citrograph 21.9 14,716 21.5 14,476 saee rrr tAverage 4 Editions. 28.0 0,396 18.9 13,750 et) 48 
Southern Agriculturist. 18.3 12,792 18.9 13,215 514 456 American Agriculturist. 26.5 19,298 20.0 15,120 2,17 a4 
*New Jersey Farm «& New England Home- 

Garden “ae 27.6 13,414 327.8 12,612 212 1,916 Si ae 27.0 18,926 3.8 16,634 2,8 
American Fruit Grower 724 10,953 23.2 10,4 Idaho Farmer 24.9 18,828 20.2 15,275 255 
Voultry Tribune: Ohio Farmer 23.8 18,296 21.0 18,140 1,055 8 

Eastern Edition .... 22.6 9,708 » 10,818 8,560 S.O°S8 Kansas Farmer 20.9 15,91 14.6 11,077 1,1¢ 5 

Central Edition .. 20.7 8,895 3’ 10,01 1,591 5,101 | Michigan Farmer 20.6 15,803 16.9 12,988 2,086 { 

Western Edition 17.7 7,609 7 8,878 260 2.297 | Indiana Farmer’s Guide 19.8 15,553 14.6 10,971 180 168 

Pacific Edition 18.8 8,057 l »,072 979 }, 260 Arizona Farmer 15.7 11,90 0.3 15,317 17 54 

All Editions . , 17.0 7,309 19,1 8,19 1,’ “115 | Dakota Farmer 13.6 10,520 12.8 9,892 282 7 
*Hoosier Farmer 20 9,150 15.7 7.050 Missouri Ruralist 12.8 9,706 9.5 7,256 1,234 
*Kentucky Farmers - - 

Home Journal » 10.7 8,399 89.0 =7,070 ase 1,538 Total Group 419,985 249,354 37,61 
*Carolina Co-operator 17.5 7,46 16.1 6,748 
*Florida Grower 10. 6,955 8.5 >, 768 Weeklies (February) 
wh S tae tees - S594 13.9 pees se é, (Four issues unless otherwise noted) 

EE ee 146 ‘ ’ 11.4 148 4 2 *Washington Grange 
\merican Poultry Journal News .. sete eeeees 17.3 18,718 14.1 15,332 

| Eastern Edition 15.3 6.559 18.5 926 8.43 9.071 Weekly Kansas City Star 
Central Edition 11.8 5.066 14.6 "63 1,89 298 Missouri Edition 99 14,441 5.9 14,573 1,507 
Western Editior 9.9 4.171 11.2 214 040 » 30) | Semi-Weekly Farm News 
All Editions 1 910 11.9 O97 ert its Friday Edition 2.9 6,913 1.2 7,715 164 
x*Idaho Granger 5 5,992 41.9 5,323 Tuesday Edition 1.5 3,616 1.4 3,236 308 4 
*Better Fruit .. ‘ o4 3.952 10.1 4,288 Cappers Weekly 30 6,729 2.9 6,429 (1,925 
Arkansas Farmer ia 996 ° 026 \ “9! Dairymen's League 
National Livestock FP News 5.4 3,940 5.8 4,244 245 

ducer ; 4 2,855 6.0 4,403 56 41 
Nation Agriculture at 2 552 sf 2,485 - 24 Total Group 64,357 »1,529 1.249 

|} “American Cotton 

Grower { on 6.0 4,091 10 £8 Dailies (February) 

—_ errs 7 - ‘Kansas City Daily 

Total Group 411,64 382,057 4,05 17 Drovers Telegram 1.9 1.757 11.9 25.225 6,530 

Semi-Monthlies (February) ‘Omaha Daily Jou 
Hoard’s Dairyman °*. 6 18.6 24.6 17,897 1,724 2,083 nal Stockman 14.8 1,481 11.4 24,176 14,268 1 
Farmer Stockman 22.3 16,891 20.0 15,140 2,457 ,053 | *Chicago Daily Drovers 
Western Farm Life 19.8 15,554 14.3 11,242 452 627, Journal 13.7 29,171 11.8 25,198 8,118 
*Oregon Grange RBul'tin 1 ‘ 15.050 14.1 1 "eel |) a | Louis Daily I 
Montana Farme 17.8 23,448 124 11,281 1,48 4 Reporte 1.1 1,568 7 20,717 069 

Californ Gra 

Nows “Tt Total Grouy 113.9 95.216 1 

tah Farme 1 7 8 i4 s 
Missouri! Far of 6,356 17 1. *Figures provided by publisher 

N luded in total 
(ireup 10 96.281 g RTé 7.659 xe ua linage not included in total 


Farm Monthlies 
Report 7.7% Gain 
in March Linage 


New York, March 7.—Commercial 
display linage in farm monthlies to- 
taled 411,647 for March, a gain of 7.7 
per cent over the 382,057 lines car- 

|ried last year, Publishers’ Informa- 


tion Bureau reported today. This 
| compares with a February gain of 
| 1.6 per cent. 

Other farm paper groups, report- 
jing February linage today, also 
showed gains over 1938 Semi- 
monthlies carried 103,762 lines, an 
increase of 7.7 per cent over the 
1938 total of 96,381 lines. 


Bi-weeklies scored a gain of 20.2 


per cent, with 419,985 lines as com-|} 


pared to 349,354 lines last year. 
Weeklies carried 54,357 lines, an in- 
crease of 5.5 per cent over the 1938 
total of 51,529 lines 

Total for the dailies was 113,977 
| lines as compared with 95,316 a year 
ago, an increase of 19.6 per cent. 
Figures and page totals for the in- 
dividual papers are shown in the ac- 
/companying table. 


! 

| . 

-NNPA to Meet April 22-24 
_The National Newspaper Promo- 
tion Association will hold its 1940 
convention at the Waldorf - Astoria 


Hotel, New York, April 22-24 
Round-table discussions are being 
planned by Ivan Veit, promotion 
manager of the New York Times, 


who is president of the association, 
and his committee. 


Shallcross Appoints 
Shallcross Mfg. Company, 
|lingdale, Pa., maker of 
|} instruments, has 
| Earle A. Buckley 
Philadelphia, to handle its adver- 
| tising. Business papers and direct 
| aa will be used. 


Col- 
scientific 
appointed the 

Organization, 


Hicks Joins “P. M.” 
Otho J. Hicks has resigned as 
head of the management division of 
National Retail Dry Goods Associa- 
tion to join the editorial 
the new New York afternoon news- 
paper, P. M., scheduled to 
publication June 1. 


Elect Benoist | 


Francois B. Benoist, who joined 
Koken Companies, maker of barber 


and beauty shop equipment and | 
supplies, in May, 1938, as sales | 
manager, has been elected vice-| 


president. He 
charge of sales. 


will continue’ in 


staff of | 


begin 


N.Y. Auto Dealers 
Join to Stage 
Spring Open House 


New York, March 6.-—Although 
the calendar says spring will not 
put in its official appearance unti) 


March 21, automobile dealers in the 
metropolitan area planning to 
jump the gun by staging “Spring 
Open House” March 9-16. 

Borrowing an idea _ successfully 
used several years in Boston, 
the Automobile Merchants Associa- 
tion of New York has inspired a 
cooperative promotion among some 
700 dealers which has also won the 
advertising support of the manufac- 
turers. Ford, Dodge, Chevrolet, 
Oldsmobile and Packard are among 
the advertisers who are planning 
special tie-up copy in New York 
newspapers during the week. 

Two slogans, “Previews to Pleas- 
ure” and “Motor More in °40,” have 
been coined for the occasion. Deal- 
ers are sprucing up their display 
rooms, decorating them with ban- 
ners, pennants and special exhibits. 
Some of the displays will contrast 
values of 1940 models with cars 
of earlier years. 


are 


for 


this week when Hudson Motor Ca: 
Company revealed at a_ regional 
meeting of distributors, dealers and 
salesmen that an aggressive news- 
paper drive has been scheduled for 
| this spring. Object of the drive is 
to give demonstrations to 1,000,000 
prospective purchasers during the 
season. Similar meetings to an- 
nounce the campaign are being held 
this week in 67 other cities. Brooke 
Smith & French, Inc., Detroit, is the 
Hudson agency. 


Promote National 
Fruit Week May 12-18 


Fruit growers’ and shippers’ asso- 
ciations and wholesalers are ex- 
pected to cooperate with Fruit Tele- 

|graphic Delivery Service, Inc., in 
local and district newspaper adver- 
|tising campaigns during national 
| fruit week, tentatively set for May 
1 


2-18. Walter O. Melichar, wh 
conceived the  fruit-by-telegrap! 
idea in 1936, is president of the 
service which is sponsoring the 
program. 


Issues “Confucius Say” 


Fawcett Publications, Inc., New 
York, has issued a new magazine 
entitled Confucius Say. It will con- 


tain cartoons and more than 4 
More motor news was made here! thousand Confucius gags. 
ABouiir BALCTIi™Moe,R Et) 


BA 


LTIMORE 2s a 


GROWING MARKET-- 


here’s the 25 year record: 


POPULATION—grew from 700,000 to 1,000,000! 


RETAIL TRADE—grew from 150 
BANK DEPOSITS—tripled! 


MANUFACTURED PRODUCTS 
—tripled in value! 


MANUFACTURING PAYROLLS 
—grew from 40 million to 125 
million ! 


Compare these records with 
similar figures in other Eastern 
Seaboard metropolitan centers 

BALTIMORE is growing 
FASTEST! 


million to 372 million! 


Make your advertising investment in © 
growing morket. Use Baltimore's ‘firs! 
choice'’ radio station. 


WFBR 


BALTIMORE 
Notional Representatives 


EDWARD PETRY & COMPANY 


* ON THE NBC 


NETWORK * 
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~ LOTS OF GALS IN KITCHEN BUREAU PICTURES 


~ 
ae oe 


ere PW tephra Cone 


Publicity photos of the 1940 Modern Kitchen Bureau advertising and merchandis- 

ing campaign contain plenty of girls. This one shows, we're told, an Eskimo 

blonde and a Scotch brunette, signifying electric cold and thrift, two featured 
points in the drive. Ralph H. Jones Company, Cincinnati, is the agency. 


Barnhart Bids for American M a 
Perth Amboy Paper | utual 


An offer of $550,000 for the Eve- | Monsanto Garner 


ning News, Perth Amboy, N. J., has 


been placed before trustees of the Magazine Awards 


estate of the late Cornelius F. Kelly, 
New York, March 5.—‘*Monsanto 


one of the founders of Kelly-Smith | 
Barnhart, | Magazine,” published by Monsanto 


Company, by John W. 
former business manager of the New | Chemical Company, St. Louis, and 
“Watch,” published by the Amer- 


York Daily News. The offer is sub- 
Mutual Liability Insurance 


ject to the approval of Justice Ger-|. 
ald Nolan of White Plains, N. Y. | ones 

When Mr. Kelly died in 1933 the Company, Boston, have been ad- 
paper was appraised at $708,000. | judged the best house magazines in 
Mr. Barnhart would pay $250,000 in| the internal and external fields, re- 
cash with the remainder amortized | spectively, in a nation-wide contest 
over a 15-year period. Frank W.| conducted by the House Magazine 
Miller, president, Kelly-Smith Com-| Institute. . 


pany, and M. Scovell Martin, City | —r : . _ 
Bank Farmers Trust Company, are|. Se cond place in the internal mag- 
trustees of the estate. azine field went to the Pelican, 
ete: published by Mutual Benefit Life 

Insurance Company, Newark, and 


Mutual Appoints 

omnwtiat nnintad | 
pet has added Milton Mt Degke: | of Hercules Powder Company, Wil 
as account executive; Murray Rob- | ™ington, Del. Second place in the 
erts as director of radio and pro-|¢Xternal field went to “Harvester 
motion; Sam Kahn as art director,| World” of International Harvester 
ind Adeline Schneider to the copy | Company, Chicago, and tied for 
department. third place were International 
Nickel Company’s “Inco,” and the 
“Merck Report” of Merck & Co., 
Rahway, N. J. Cited for honorable 
mention were “The Sperryscope” 
Metropolis, published by Morrill} of Sperry Gyroscope Company, 
Cody Publications, New York. He} Brooklyn; “The Paper Maker” of 
was formerly associated with the | Hercules Powder Company, and 
York tionuid tebe and the New | «Steel Horizons” of Allegheny Lud- 
‘ lum Steel Corporation, Pittsburgh. 
Awards were announced by Lu- 
cian Bernhard, type designer, as 
head of the awards jury, which in- 
cluded Burton Rascoe, author and 
editor; Eric Hodgins, publisher of 
Fortune; T. M. Cleland, designer of 
Fortune, the new tabloid newspa- 
per, P.M., and other publications, 
and R. I. Nesmith of R. I. Nesmith 
and Associates, photographers. Mr. 
Bernhard will talk at the institute 
banquet March 13 at Hotel Astor, at 
which time he will present formal 

awards to the first place winners. 


Joins “Metropolis” 
G. William Anderson has 
appointed advertising manager of 


been 


ON 75 INDUSTRIAL 
REQUISITIONS IN 
ONE DAY* 


| Bailey to Use Radio 
| George S. Bailey Hat Company, 
| Los Angeles, will use radio for the 
| first time next fall through Lee 
| Ringer, Advertising, Los Angeles. 
| A sports program, to be heard over 
| the Don Lee Network, Arizona Net- 
| work, KFBK, Sacramento, Cal., and 


And who — alone — «pecified the 
*o thirteen hundred plant requisi- 
hat carried no brand? It's the 

PURCHASING AGENT . . . whe today 

. ‘)0F executive in nine plants out of 

sted over $100,008! 


! 
t 


third place to “The Hercules Mixer” | 


Van CampPremium 
Offer Designed to 
Boost Unit Sales 


San Francisco, March 6.—The big- | 


gest advertising campaign in its 
history, now being run by Van 
|Camp Sea Food Company, makes 
| use of a new medium offer by means 
| of which the company hopes to in- 
| crease unit purchases of its White 
| Star and Chicken of the Sea brands 
| of tuna from one or two cans per 
|! customer to six. The offer consists 
of a salt and pepper set for 20 


cents and six tuna can labels. Lead- 
ing national women’s magazines 
are being used, as well as The 
American Weekly and an auxiliary 
newspaper campaign. An impor- 
tant part of the sales promotion 
drive is the showing of a Technicolor 
film on tuna fishing to dealers. A 
trailer shows the handling and can- 
ning of tuna in the Van Camp 
plants. 

This is the second year that Van | 
Camp has had a premium offer as | 
a part of its sales campaign. In| 
1939 a tuna baker was offered for 
60 cents and two labels from cans 
of Van Camp tuna, and this offer 


is being continued. Emil Brisacher 
and Staff handles the account. 


Leeds Appoints Ross 


Leeds Hotels, a chain of seven 
Chicago hostelries, has appointed 
Irving Ross, formerly advertising 
manager of the Filmack Trailer 
Company, to the newly created post 
of director of advertising and sales. 


Keystone Names Lamb 


James G. Lamb Company, Phila- 
delphia, has been appointed to 
handle the advertising of Keystone 
Macaroni Mfg. Company, Lebanon, 
Pa. 


It's 


| 
| 


| 
} 


y's trend to centralized purchas- 


KMJ, Fresno, Cal., is planned. 


'WBTM Opens Auditorium 


| Station WBTM, Danville, Va., has | 
| 


made today’s Purchasing Agent 


‘ important influence on purchases 


‘try. “Purchasing” is his only 


magazine and it covers every 
|opened a “radiotorium” with seat- 
ing capacity of 600 persons. Albert 
Drew, station announcer, has been 
made assistant commercial manager, | 
and Jay Caldwell, announcer, has} 
been named publicity director. 


ed industrial purchasing unit in 
he Ul. S.! Get the facts! Conover-Mast 
trom, 205 E. 42nd Street, New York 


} N. Michigan Avenue, Chicago 


“Figures from “Purchasing’s” 
. ‘tudy of 1750 Requisitions = 


© day in 17 typical plants. 


Expands Wine Campaign 
Widmer Wines, Naples, N. Y.,| 
| which uses 22 newspapers to adver- | 
tise its products, will also use five | 
| national magazines during the year. | 


Baldwin & Strachan, Buffalo agency, | 
has the account. 


NX > — 1A. ~: we 


And you get a 


—because in the 8 


advantage 


with your advertising in 
Mipwest Farm Papers 


midwest farm states— 


Although it costs farmers nearly TWICE as much 
per subscription for their Midwest Farm Paper as 
they pay for the average National farm paper— 
there are approximately 


farm subscribers to the Midwest Farm 
Papers, for every 


1 


farm paper. 


farm subscriber to the average National 


In fact, advertisers can reach more actual mid- 
west farms with the Midwest Farm Papers alone 
than with all National farm papers combined. 
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 @ Maryland Joins Citizens’ Group THIS WEEK Index of Retail Activity i 
bid i ex O eta Ctlvity in 
State Rush for Launches Study of | & 
ee. 10 
: Tourist Dollars Liquor Problem 2 80 Important Markets 
. 7 _ * . > . 
Baltimore, March 7.—National| Philadelphia, March 6.—For the 4 Based on total retail advertising volume in all newspapers 
magazines, newspapers, radio and| first time in the history of the liquor S (Copyright, 1940, by Advertising Publications, Inc.) 
movie shorts will be used to pro-| industry, an organization of disin- 
mote Maryland’s attractions for | terested citizens will cooperate with es . 
tourists, as a result of a bill passed| the trade in formulating a platform | | ] | | | | | | } | | | | | | | | | 
by the last session of the state legis- for the manufacture, sale and dis- | a WEEK BY WEEK ARIATION SHOWN vene | | | | | a wa | | TT sai: 
lature creating a commission to|tribution of alcoholic beverages. BRER TTLGILiTiritLtT ree TT a a i 2 ee ee RERBEROKE = 
: : ; | | | | ae | } = 
advertise the state. The Pennsylvania Alcoholic Bever- +2057 —}— + CCC eceecererrt | 
To promote the one-day tour idea,| age Study Committee has _ been +18 H+ ae +41 4 | a a5 aa = Sean " 
the state has been split into five| formed here, with the active sup- +10 1} | | | | | ta Ry 
sections: Western Maryland, South- | port of the Distilled Spirits Institute ry] SeeReeEe rrr rh | A 
ern Maryland, Baltimore, Upper| and the Pennsylvania State Brew- +5 A! * TTT Ts Th -: i $4.75 
Eastern Shore and Lower Shore,|ers’ Association. While citizens’ 8 _ , . Sae58 | 
° . . ° . ° if i | T | 
with intrastate newspaper advertis- | committees exist in other states, ” 5 | | | | | | ia | ae 
: a - + + +—7—+— —tr- 4+—-+4 + + + - 
ing promoting travel between these | they usually operate independently e | | | lI Li 14 | | 
subdivisions. of the industry. iss! im ware | SERER DES E i T T | 
/ ic : . " “ a - ; +——+}—+ $ +--+ —~ + -4—4 —+— 4-44 ++ +-7—- = 
A motion picture in color, giving Elect Pitcairn Chairman aan | | | 
a half hour’s entertainment, has d Pi : : -2r- TI i. q TT rr es t+ CTT 
been produced with the title, “Mod- Raymon itcairn, of Phila- Ssseens } t t+ ¢4-p4 + an t+ t+} peelbedeoh 
ern Baltimore—City of Prosperity delphia, was elected chairman of the | ; | | 
. e ° hm—+ + + —+ - —— - _ = —~ - - + -4 —$#—4--+4- -4 — — 
and Happiness.” The historical, | CX¢cutive committee of the organ- q | s rT] | TT 
, a oe al acnecte of | ization. Randolph W. Childs, Phila- ror SRUSUERBDERZSEERERERNREEUR EGER 
cultural and commercial aspects of | = ae : | ae || 
the city are covered by the film. delphia attorney, is director and AEDST | ATONE | TROUT | WH OCS NC RN TSI Nectar re eT Tee K ) 
William Usilt is executive a counsel. Dr. Walter H. Hitchler, 
: silton is executive sec- ee ' : : JANUARY FEBRUARY MARCH APRIL MAY JUNE JULY AUGUST SEPTEMBER OCTOBER NOVEMBER DECEMBER 
retary of the commission. E. Lester chairman, Pennsylvania Liquor J 
Muller, a director of the Baltimore | Corel Board, pledged the coopera- , 
Association of Commerce, is chair- | #0" of his organization at the meet- 9-Week 9-Week 9. Week % Gate % Gain pe 
445° 9 i air? i. -Wee 9-Week S-Wee or Loss’ or Loss perie 
man. Other members of the com- | 8 held here. , . Period Period Period 1940 1940 Week Week % Gain utdo 
mission are G. Alfred Peters, Jr. Mr. Childs said the committee Ended Ended Ended over over Ended Ended : Box 2 
Baltimore advertising man; "Mas will make a preliminary study of Mar. 5, 1938 Mar. 4,1939 Mar. 2, 1940 1938 1939 Mar. 4,1939 Mar. 2,1940 Loss ADV 
Chambers, publisher of the News, | CMditions governing the sale of dis-| Von oo. ............ 2.040059 ‘1,553,428 1,468,780 28.0 —B5.5 184,265 181,797 Young 
Preston, Md., and the Dorchester tilled spirits, wines and malt bev-| ajpany, N. Y. ......... 1,288,336 1,191,259 1,192,126 —7.5 +0.1 134,969 146,245 84 Exper 
: te erages. The survey will include] Altoona, Pa. .......... $73,026 885,738 941,962 +7.9 + 6.3 129,843 133,028 2 30X 
News, Hurlock, Md., and Joseph S.| 7. ts for li blems | “Atlanta, Ga. ......... 2,466,240 2,650,102 2,334,157 —i4 —119 319,130 310,931 2.4 = 
McGrath, publisher of the Post, 1 cdg ermine gaan yi deoteeger med pn 3,372,183 3,185,136 3,350,166 nelly, +5.2 391,780 444,065 +1 De ya 
Crisfield, Md of law enforcement, and every other | ~*~ = laalialaaa sabia ts saccacioias Senne, ‘ as rte 
. phase of the question of making] Birmingham, Ala. ..... 1,980,706 2,012,038 2,170,658 + 9.6 + 7.9 252,812 327,768 +294 rng 
. ‘ alcoholic beverages the servant of “Boston, Mass. ........ 3,019,183 3,070,303 2,970,809 1.6 —3.3 316,822 345,157 +89 editin 
. p . idge : Pee 1,424,836 1,466,024 1,559,040 + 9.4 +6.3 159,796 91,100 +-19.¢ ang 
xs English Campaign [mankind under intricate modern Buffalo, N. Yi, 2f539'250 2,178,680 9°115,966 ~16.7 2.9 263,228 269. 497 to I sense, 
re: oer go 4 Glaston- conditions. The committee will] Camden, N. J. ......... 613,828 578,968 842,643 + 37.3 45.5 69,733 100,411 + 44.( tage 
ury, \onn., will faunch a neWS-| ultimately prepare a report and — - : oe aoe ——- ae 
paper and magazine campaign this . ndati Cedar Rapids, Ia. ..... 712,446 739,354 739,717 + 3.8 72,800 85,036 +16. — 
month in England for Esquire | ™CO™mencations. Charleston, W. Va. ... 1,697,578 1,604,155 1,469,700 13.4 8.4 192,248 176,323 - 
brushless shaving cream. The ac- ees may i gy A lh rear 68 yt Se 2458 006 ; +10 1 reth race CONT 
. tc ‘ s 4 CCOMGEMMREE, O). cccsccces “ 0 2 rH,o2 2,455,006 +1.0 —. 316,230 306,583 | 
co ‘ . > New . » O. ' , 450, , 58: lm 
count is handled by the New York | Baker Joins Mutual Fire Cleveland, O. .........- 3,136,113 2,742,743 2,918,754 —6.9 +6.4 324,008 366,579 13.1 scatia 
and London offices of J. Walter . ve 
Th : , Raymond C. Baker, formerly with ; ee - —F a. ae — prove 
ompson Company. ? : : Commmoeus, ©. .cscvscecs 2,036,120 2,083, 814 2,067,682 —1.6 —0.8 261,282 249,007 —4,7 turne 
Car] Byoir & Associates, New York ’ , 249, { 
———- non hone :ppointed executive vice. | Dallas, Tex. .....+++++. 3,481,243 3,404,835 3,223,781 7.4 —5.3 410,154 449,348 +19.) Box + 
: . as been "a executive ViCe-!| havenport, la. ........ 1,506,932 1°375,928 447,138 1.0 +5.2 160,202 216,468 +35.1 : 
Richardson Joins Fox president of Mutual Fire Insurance} Dayton, 0. ............ 2,099,882 2,056,224 2,120,436 1.0 +3.1 268,044 259,938 —39 i Seon 
Frank Richardson, formerly West-| Association, Boston, to supervise | Denver, Colo. ......... 1,446,882 1,446,471 1,341,818 —7.3 —7,2 166,165 158,694 —15 I from 
ern manager of You, has been ap-| advertising policies of the 23 mem-| 5.5 Moines, Ia. ....... 1,047,693 1,010,035 1,060,249 +1.2 + 5.0 100,460 133,409 +328 e th 
pointed assistant advertising man-| ber companies. Mr. Baker handled] petroit, Mich. ......... 5 997 3,062,541 3,125,529 —5§.7 +2.1 352,881 370,589 +5. —. 
ager of Fox Publications, Inc., New|the Great Atlantic & Pacific Tea] 1 Paso, Tex. ......... 1.675.425 1,610,406 1,654,836 1.2 + 2.8 195,118 204.316 L 47 Te 
York. Company account at Byoir. AE he etn s 4 diewuie's 1,401,480 1,486,338 1,455,090 +3.8 ik 189,672 192,640 ‘43 — 
Fall River, Mass. ...... 499,364 513,657 526,300 + 5.4 2.5 60,259 63,991 62 
) 7 Saar 1,186,542 1,305,324 1,317,960 +111 io 156,324 175,154 +12 Trac 
Fort Wayne, Ind. ..... 1,627,360 1,592,185 1,693,244 + 4.0 +6.3 199,206 182,252 aah 5 I Tre 
 . A” Sree snes 848,795 821,901 930,639 + 9.6 +13.2 90,108 102,915 14.2 tion 
Grand Rapids, Mich. .. 1,410,364 1,379,468 1,455,368 +3.2 + 5.5 171,640 167,860 -2.2 Earns 
Greenville, 8S. C. ...... 961,486 982,123 1,107,038 +15.1 + 12.7 121,734 148,456 + 17.8 fice , 
Houston, Tex. ...... . 2,578,540 i 2,649,164 2,884,458 11.9 +8.9— 355,138 390,656 £10. office 
£ apolis 2,522.58 2,406,682 9 717.988 eh me 1994 24° : ” . ’ ce 
Indianapolis, Ind. ..... 2 2,588 2,406,682 2,417,98 7.7 + 12.5 293,104 348,488 +18 form 
C \) Jacksonville, Fla. ..... 1'348,326 1,413,594 1,488,368 + 10.4 + 5.3 199,220 244. 884 $997 7 ‘ 
Re Jersey City, N. J... 323,990 309,389 1.2 —4.5 37,952 35,156 7.4 publi 
Kansas City, Kan 414,519 $47,258 +15.6 +-7.9 47,481 53,970 13.7 mana 
ass Knoxville, Tenn. . ae a 1,632,062 1,624,196 1.7 0.5 209,818 _ 233,366 + 11.2 
Little Rock, Ark. ..... 1,411,340 1,416,674 5.1 0.4 175,938 215,642 O28 
Los Angeles, Cal. ..... 4,098,112 1,226,680 + 13.8 + 3.1 475,487 517,874 8 W2) 
Louisville, Ky. ... ian 2,094,285 2,116,853 1.2 + 1.1 240,963 316,824 WC 
, Lynn, Mass. ; 1,271,466 1,265,600 -1.6 0.5 140,924 144,662 + 2.7 modu 
N AT | 0 N AL DA , b »-« A R 6 A N S f 5 Manchester, N. i Jad 599,188 54,786 + 3.6 0.7 70,386 63,080 owt 2 York 
Memphis, Tenn. ...... 1,774,794 2,238,390 27.8 26.1 228,508 283,136 +2 ‘ relay. 
SMilwaukee, Wis. .. 2,340,190 2,535,546 8.3 8.3 290,223 333.872 Brow 
“Minneapolis, Minn. . 2,101,177 1,971,912 7.4 —6.2 243,159 952.039 eben 
Moline-Rock Island . 1,225,980 1,240,050 8.7 1.1 157,304 176,638 : until 
TH Nassau County, L.L., N.Y. 49,343 202,510 7.8 —13.4 50,523 17,121 ' a cha 
New Bedford, Mass. ... 476,364 520,478 0.6 9.3 19,966 58,338 16.8 
- New Haven, Conn. .... 1,450,120 ) 519, 014 + 4.4 + 4.8 170,968 170,394 0 
Controlled by the United States New Orleans, La. ...... 937 3,092,789 ‘ : + 8.0 2.6 366,251 $43,079 31 Rep 
Government to prevent exploita- New York, 7 Aas 9 9907, 013 9,409,998 9.3 —4.5 1,082,968 1,003,630 7 4 
“ . . : Brooklyn, N. Y........ 834,341 694,307 $2.2 9.7 78,560 65,212 ; rot 
tion .. ey | curative (a) re 1,443,204 1,501,500 1,541,092 + 6.8 126 194.222 205,002 5.4 ta: 
pro es, eliervescent Gekined, Cal. ..csscece 1,197,548 1,274,613 1,429,727 +19.4 +12.2 33,2 7,80! 4] - 
Hot Springs are recogniz ed ~- *Oklahoma City, Okla.. 1'906'310 1,734,488 1,226,980 35.6 29.3 190/706 139,104 17.3 ourg! 
emine t dical th iti f Y Gee, DOOM bo ee seseas 903,342 880,157 924,460 + 2.3 5.0 97,076 125.867 29.5 allo 
nt me authorities for , 41783 TTR ns KAY TC : as 7 : Willi 
- hs f Peoria, Til, ..sescese . 1,641,785 1,668,155 1,725,942 + 5.1 3.5 199,560 230,321 +154 — 
use in treating energy sapping Philadelphia, Pa. ...... 4,471,509 4,497,283 4, + 4.6 + 4.0 566,175 559,946 1.1 alls 
organic and nervous troubl PmOemee, APIS, 2 ccccess 1,318,790 1,248,940 1, 6.9 +-12.9 145,740 198,114 ° det we 
-— Pittsburgh, Pa. ....... 3,498,614 3,224,746 3, 5.8 +2.2 423,192 $38,382 +3.t for w 
and Uncle Sam has erected a Portland, Ore. ......... 1,767,654 2,030,882 5.3 17.6 244,314 219,198 1 pel 
$1,500,000 hospital at Hot Springs PO 2 vstesneees 1,539,723 1,542,971 a 1) =’ 207,242 243.404 7 
to care for service men afflicted Richmond, Va. ........ 1,909,166 2,049,194 -1.7 8.4 259,182 275,618 t 
. Ps Rochester, N. Y. ...... 2,310,038 2,386,224 +6.1 + 2.7 261,833 294,126 12 
by these ills. Drink and bathe in Rockford, Ill. ......... 1,206,659 1,131,984 7.4 +14.5 114,786 151,424 19 
the waters for new youth and Sacramento, Cal. ...... 1,198,170 1,320,550 14 —10.5 175,644 162,386 is 
. ® San Antonio, Tex. ..... 976,072 1,072,096 1,155,655 + 18.4 7.8 139,025 114,! 7 
vitality. San Diego, Cal. ...... 2,062,004 2,056,154 1,656,816 19.7 19.4 222,502 173.992 218 
Seattle, Wash. ........ 1,419,014 1,672,492 1,860,964 +-31.1 11.3 240,268 238,602 0.1 
South Bend, Ind 1,156,547 883,499 818,672 29.2 7.3 101,449 94,834 63 
MAJESTIC ‘Spokane, Wash. ..- 1,218,700 1,157,198 1,029,266 15.6 11.1 136,360 119,490 in 
ie: tae hy St. Louis, Mo. ......... 2,908,365 2,839,990 «2,842,975 2.3 0.1 341,825 70,955 ~8.3 
HOTEL ARTMENTS ATHS *St. Paul, Minn. ..... 1,898,797 1,551,268 1,730,144 8.9 —11.5 166,053 248,600 49 
“Syracuse, N. Y. .. 656,215 725,102 1,061,529 +61.8  +46.4 85,512 153,825 79.9 
Tacoma, Wash. .. 941,416 950,698 1,060,624 +12.7 +11.6 121,842 191,994 i 
Make the Majestic Hotel your home Tampa, Fi: 993,958 72,42 262 27 7.7 24,166 154.5 
=e | . y : ampa, Fla. .... 993,958 1,072,428 1,262,310 +27.0 +17.7 124,166 154,504 24 
while in Hot Springs—a wide choice Toronto, Ont. Can 2,940,412 2,813,200 2,690,984 85 —4.4 320,206 322,187 04 
of pleasant accommodations from sin- Troy, N. Y. ....... 51,726 602.240 609.686 10.5 41.2 74,634 76.020 1.9 
gle rooms, with or without bath, to Tulsa, Okla. ...... 1,476,420 1,440,446 1,451,422 1.7 + 0.5 169,484 212,282 25.3 
delightful 2, 3, and 4 room apartments Washington, D. C 5,377,715 5,506,607 5,416,703 +0.7 —=i.6 630,791 691,200 9.6 
—Government supervised bath house Youngstown, O. . 1,247,165 1,123,737 1,272,451 + 2.0 +13.2 132,454 143,032 ~ $f 
in connection with the hotel. Surpris- . ‘ae ae eae ‘hk Sekt eh ye os a as aa ae cP , 
ingly low rates from $2. Total jeaeancee ...150,349,058 148,021,785 169,078,455 : —0.4 . + 1.2 27,699,086 19,147,124 36 | 
1 Akron Times-Press discontinued Aug. 28, 1938. 8 Spokane Press discontinued March 18, 1939 
2 Linage of Daily American now combined with 9 St. Paul Daily News discontinued April 30, 19 ‘ 
Record 10 San Diego Sun suspended publication Nov. 2 7 
3 Buffalo Times discontinued Aug. 1, 193% 11 Atlanta Georgian and Sunday American ceased pub- 
4 Chicago Herald & Examiner discontinued Aug 8, lication Dec. 17, 1939. 
1939 : 12 Linage of Syracuse Journal, now combined W" 
Write For Free 5 Milwaukee News discontinued Jan. 14, 1959 Herald, eliminated from 1938 and 1939 tota 
Booklet To ; 6 Oklahoma News discontinued Feb. 24, 193% 13. Minneapolis Star and Journal merged Aug 
/- 7 News-Times discontinued Dec. 28, 1958 
R. & McEachia, is @ 
Manager 
Ambro Agency Moves Trowonrc 
Ambro Advertising Agency, Inc., aontchan 
Direction — SOUTHWEST HOTELS INC, FRANK M FANNIN, Vice and Gen Mor Cedar Rapids, Ia., has moved to | vs Sie 
i LOnT ~« 
larger quarters at 333 Dows bldg 
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Agaressive Stand 
by Business Urged 


/ / i f Pittsburgh, March 7.—Addressing 
the Pittsburgh Rotary Club yester- 


Coming 
Conventions 


J Bill Would Force 
25% Markup in 
New York State 


March 26-29. Annual Packaging | ee N. Y., March 6.—A “uni- 


Exposition and Conference, 
Astor, New York. 

April 22-24. Annual convention, 
National Newspaper Promotion As- 


Hotel 


would 
|} manufacturer or wholesaler to ad- 


rm merchandising 
make 


law” which 
it unlawful for any 


vertise, or in any manner indicate, 


sociation, Waldorf-Astoria, New the retail price of any of his prod- 

day, George H. Dennison, manager | York ucts unless the cost price is at least 

er aes . ; i“ 2 ? 25 per cent lower than the indicated 

The rates for this department are as follows: of the Pittsburgh Better Business April 23-25. Annual convention, retail yrice, has been proposed i 

“Help Wanted,” “Positions Wanted,” “Representatives Wanted,” and Bureau, outlined a three-point pro- American Newspaper Publishers « I ’ ay I ( I osea ina 
“Representatives Available,” 30 cents a line, minimum charge §1. Terms 


h with ord 


er. 
All other classifications (single insertion rates): % in., $2.75; 1 to 3 in., 
$4.75 per inch. 


—_—_—_- 


POSITIONS WANTED REPRESENTATIVE WANTED 
Wanted: Publishers’ representative in 
Rochester to handle 50-year old (ABC) 
wants E'lastern representation of lead- | trade publication, to cover upper New 
‘ne publication, commission basis. York State. — sibs eas 
N. Y¥.| Box 2063, ADVERTISING AGE, Chgo. 


: ADVERTISING SPACE SALESMAN 
experienced man, wide acquaintance, 


Box 2060, ADVERTISING AGE, 


LAYOUT MAN, DESIGNER with broad REPRESENTATIVE AVAILABLE 
yackground in general and direct mail 


gram designed to win back con- 
sumer friendship and salvage the 
American economic system. 

“The time has come,” said he, 
“when business must aggressively 
fight the misrepresentation and un- 
justified attacks of self-styled con- 
sumer representatives.” 


Must Dramatize Integrity 


He cited the few “who have pros- 


Association, Waldorf-Astoria Hotel, 
New York. 

May 2-4. Spring meeting, Asso- 
ciated Business Papers, The Home- 
stead, Hot Springs, Va. 

May 3-4. Annual convention, 
Advertising Affiliation, Hotel Stat- 
ler, Buffalo, N. Y. 

May 13-14. Second Annual Busi- 
ness-Consumer Relations Confer- 


| bill introduced in the state legisla- 
j} ture by 


Assemblyman L. 
Shaver of Canajoharie. 
The measure provides that any 
retailer receiving merchandise with 
the retail price printed or indicated 
thereon, or advertised prior or sub- 
sequently thereto at a certain retail 
price and billed or invoiced concur- 
rently or at a later date at a whole- 


James 


- “ sale price of more than 75 per cent 

sounts seeks connection with agency | CAPABLE ADVERTISING REPRE-| |. , : see ence. Hotel Pennsylvania. New|”, I a ihaiaietll earn I 

manufacturer. Fourteen years with | Sentative, who is well acquainted with tituted the science of advertising York | of the advertised retail price, may 
two adv. agencies. ‘ Chicago and midwest, seeks represen-| for private gain” and called for a ” ._ | deduct from the invoice an amount ie 
ey 2058, ADVERTISING AGE, N. Y.| tation for a live publication. Address pet ; May 16-17. Annual meeting, F 
Box <¥09, 4 senda 4)“. *:| Box 2067, ADVERTISING AGE, Chgo.| purge of “these irresponsible de- 


Free lance buyer any line prefer - — 
Food, Drug, Tobacco. 
Box 2065, ADVERTISING AGE, N. Y. 


PHOTOGRAPHY | 
PHOTO-STYMIED? F. P. G. Supplies 
Qutdoor advertising man 10 yrs. ex-|"isht picture at right time at right 

‘ j on rice, 
perience desires agency connection as p ; . 
outdoor space buyer metropolitan area. B vepeengce Hastomuaghere Gene 
Box 2066, ADVERTISING AGE, N. Y. MUrray Hill 2-'3810 


ADVERTISING AND PROMOTION — 
MAN BUSINESS OPPORTUNITIES 
WANTED 
Chicago advertising agency man 
wants to locate one or two others, 


Young college man ‘with Adv. & Pro. 
Exper. desires pos. with mfg. or pub. 
Box 2068, ADVERTISING AGE, Chgo. 


tractors” who would scuttle capi- 
talism by poisoning the minds of a 
depression-ridden public. 

“Honest business.” said Mr. Den- 
nison, “must dramatize its integrity, 
be aggressive in its treatment of 
irresponsible anti-business forces, 
and refuse any longer to share the 
blame for the acts of the vicious 
minority which has shaken public 


American Association of Advertis- 
ing Agencies, Waldorf - Astoria 
Hotel, New York. 

June 4-7. Annual convention, 
Lithographers National Association, 
Del Monte, Cal. 

June 23-27. Annual convention, 
Advertising Federation of America, 
Chicago. 

July 7-10. 


Annual convention, 


that will make the cost to him 25 
per cent less than the advertised 
retail price. 

The term “cost to retailer” is de- 
fined to mean “the invoice or 
wholesale cost of the merchandise 
to the retailer, less all trade dis- 
counts except customary discounts 
for cash.” 

Proposed as an amendment to the 
general business law, the bill is now 


» ee. I al 3 : , Pacific Coast Advertising Clubs As- co a ek 

Do you want to build readership and a — egy oA regs od +p? ha ne confidence in business. Business sociation, Vancouver | Cc before the assembly’s judiciary 
. ° * ‘ , c " >i » | ad » 8s £ ¢ Ve ‘ e ‘ « ° « e e m . = . Paes ° " 

revenue? I’m a young man working |. +emarkable idea. needs friends. Not ignorant or 9 4 . « — committee. If passed, it would be- 

onstantly in terms of just such new Box 2064. ADVERTISING AGE, Cheo ‘ . , é Oct. 28-30. Annual convention, | | » effective July 1 

ideas, features and promotions. Now| ?°*% = 4 ARTISING AGH, Chg0.) nassive friends, but intelligent, Financial Advertisers Association, | “°'™* ©"**"™ July }. 

editing a trade magazine but desire |——\—— —— —— |. —— oe “~ . ial os ‘ . . . —_—= Ye ’ 

aed me writing ability, “aaa MISCELLANEOUS |aggressive friends—friends who 


sense, sales ability and agency con- 
tacts 


Box 2069, ADVERTISING AGE, Chgo. 


CARTOONS FOR ADVERTISING 
Punchy ideas, whimsical appeal, mod- 
ern technique, reasonable prices. Quick 
mail service. J. Parker Heck, 75 E. 
Wacker Drive, Chicago. Andover 2256. 


HELP WANTED 


CONTACT MAN—Experienced in re- 
tail mens wear and financial; copy es- 


Promotion costs raising cain with your 
budget? Laurel Process eliminates ex- 


understand what the American sys- 


who know how industry serves 
them, persuasive friends who can 
argue in behalf of industry from 


tem has done for America, friends | 


The Homestead, Hot Springs, Va. 


Solarz Names Goldman 
Solarz Yarn and Thread Com- 
pany, Baltimore, has appointed I. A. 


Forms Mailing Company 
H. C. McKay has organized the 

Trade Circular Advertising Com- 

pany, 27 S. Market street, Chicago. 


their own viewpoint.” a & Balti ‘ The staff includes A. F. Williams, 
P . yoldman & Company, Baltimore, to sinclair. G 4 “e 
sential. Tell all in first letter and|pensive Cuts, Type-setting; enables ow ile a ae resters of : en one J. L. Sinclair, G. H. Youngren, H. A. 
prove it with proofs. Send photo (re-|you to get out Attractive, Illustrated Outlines Program yandle its advertising, usIness | Peterson and L. B. Drake. 
turned). Location Richmond, Va. Literature and still stay within and consumer publications and 
Box 2070, ADVERTISING AGE, N. ¥. souner, opies (8%x11) $2.63 The three-point program to ac-| direct mail will be used. 
. o c >8 8*2 «00 ° ° ° 
SECRETARY — Receptionist — Book- Additional 100's 22c complish this end, Mr. Dennison 
keeper for 5-man agency 


overnight | Quantity runs lower still. 
from New York. No dictation. Must | specialists. 
e thoroughly familiar with agency 
routine. Photo will be returned. 

Box 2071, ADVERTISING AGE, N, Y. 


Color work 
Request free instructive 
manual. In Metropolitan N. Y. area 
ask for representative. WAlkKer 5-0526 
Laurel Process, 480 Canal St., N. Y¥. C. 


Tradepress Shifts Two 
Tradepress Publishing Corpora- 
tion has transferred George M. 
Earnshaw from the New York of- 
fice of Rock Products to the main 
office at Chicago. Richard M. Ward, 


Moves Coast Office 


Brooks & Finley, Inc., publishers’ 
representative, has been moved 
from the Hearst bldg., San Fran- 


The Pacific Coast office of Story, | 


outlined as follows: 

1. Regain lost public faith by 
exposing “the misrepresentations of 
anti-business groups” and keeping 
their own activities on a high ethi- 
cal plane. 

2. Regain public friendship and 
understanding by taking the offen- 


really has done for the nation. 


sive and pointing out what business 


Reay Joins Waters 

Phyllis Virginia Reay, formerly 
with John Wanamaker, New York 
department store, and N. W. Ayer 
& Son, has joined Norman D. Waters 
& Associates, New York, to take 
charge of fashion copy. 


JOHN A. CAIRNS 
& COMPANY 


cisco, to 610 South Broadway, Los| 3. Enlist the voters on the side | BY 
formerly Cleveland manager of the} Angeles. Roger J. Geissinger is in | of business and its legislative prob- | Ry 
publication, — made Eastern | charge. lems by showing them how their | _-/ 
manager at New York. welfare is “inseparably linked with BY 
—————_ “ ” , ee © 
. ' Issues “Photo Spot News that of business. oRttind 
W2XOR Begins Operating Raygram Corporation, New York, The speaker, however, contended | 


WOR’s new 1000-watt frequency | wholesale 
modulation station, W2XOR, New| graphic 
York, has begun a daily schedule, 
relaying programs of the Mutual 
Broadcasting System from 12 noon 
until midnight. It is operating on 
a channel of 43.4 megacycles. 


distributor of photo- 
equipment, launched a 
monthly news bulletin called “‘Photo 
Spot News” with the February issue. 
It is prepared especially for camera 
clubs. 


Vildor Names Reichner 
Vildor Company, New York, has 
illustrated, | appointed Morgan Reichner & Co., 


Reports to Employes | 


A 24-page, 


heavily 


rotogravure booklet has been issued | New York, to direct advertising of 


by Blaw-Knox Company, Pitts- its foundation garments. 
burgh, to inform employes on the | ae 

various activities of the company. | 

Villam P, Witherow, president, | Humphrey Adds Graves 

alls it “an effort to bridge the gap| H. B. Humphrey Company, Bos- 


between our jobs and the consumers | ton, has added Charles P. Graves to 
for whom we are working.” | its copy staff. 


there was little hope for the accom- 
plishment of these aims until busi- 
ness realizes that “our program for 
making friends for the American 
system of private enterprise can 
and should begin with our own em- 
ployes.” 

Because of the apathy with which 
business dealt with the unscrupu- 
lous minority in its own ranks, all 
advertising now is on trial before 
the public to a degree unprece- 
dented in history, he claimed. Con- 
sequently, he said, “advertising 


attract patronage and to develop 
volume of trade—it must become an 
ambassador of business, and bear 
the responsibility of interpreting 
nublic character.” 


must become more than a device to | 


Now...more than ever... 


You'd better 


We've all had our run ot commonplace 


work. We've 


There can be no 


tising for quality. 


00k to Qualty / 


all learned a few things. 


ubstitute in adver 


‘The advertising 


firms that have kept their standard 
Friends and Customs Different 


ip are the ones that have vone ahead | 
on But he warned = that making | So to be sure of the finest work us« 
a ‘iends anc aki customers are , } 
18 friends and making customers ar Faithorn COMPLETE SERVICE for your 
( two different jobs, related but sepa- ' : ; 
6.5 “e DewiTT rate, and that making friends is the advertising production requirements 
_ AT DE OPERATED more difficult. He said: id-setting, engraving and printing — ill | 
. BOT: , “We have pointed with pride to | Fore lefini 
- : under ONE root. Phi means a definite | 
99 4) our skyscrapers, our high standards 
44 Mn 


of living, and the size of our busi- 
nesses, but we have failed to point | 
with pride to the management of 
the great economy behind these 
achievements—to explain how they 
got that way. And as a result, the 


| saving of TIME, ENERGY and MONEY, 


without sacrifi ing quality. Let’s get to 
gether. Write, or phone Wabash 7820 


| 


. aud American system of private enter- | ° . 
THE ; | ‘ Y 
a prise has become just another k |; _ ( 5: PS 
HE JAMESTOWy ae 6 i ee ee aithorn Corporation 
- telegraph, the air brake and the gas ae es + i hall _ 
t AYFlow R B td oe which seem | to allay | AD-SETTING + ENGRAVING «+ PRINTING 
A ON ST 7 +4 with us always and are taken for 504 Sherman Street, Phone Wabash 782: ¥ 
De Ey granted by the present generations. | : ‘ 
Win, President » Hore, “I offer that the place for busi- CHICAGO, ILL x 


: | ness to really settle both its legisla- 


| tive and its public relations prob- | 
lems is not in Washington, not in 
the lobbies of our state legislature, 
| but in the homes and hearts of the 


| American people,” he concluded. | 


A Comprehensive, Complete Day and Night 
Service for Advertisers and 
Advertising Agencies 
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Names Lewis & Tokar 

Varva, Inc., has appointed Lewis 
& Tokar, Newark, to direct adver- | 
tising for Suivez Moi perfumes and | 
toiletries. National magazines, busi- | 
ness papers and direct mail will be 
used. First insertions will appear | 
in March issues of class magazines. | 


Flat Bed Color —Bemberg Issues Film 
fe | American —e Pe pag 
| New York, will soon release a Tech- 
Improvement Tried ror film Po een = 
. fashions in fabrics o emberg 
by Western Daily rayon. The film will be shown to 
Olympia, Wash., March 5.—A customers of retail stores during 
new method which enables flat bed the spring and —* , Roland 
sets a | Reed Productions, Culver City, Cal., 
newspaper presses to print two | produced the film. 
colors and black in close register | —__—___--- 
was demonstrated in the Feb. 21 Three Name Mulberger 
issue of the Daily Olympian, using Paul Lewis Laboratories, Inc., 
a process developed by William Mc-| manufacturing chemist, Milwaukee 
Carter and McFar Mfg. Company of|Cooperage Company and R. J. 
Portland, Ore. Sholts Compa ~4y% patent ter 
The device consists of an aux-| Wis., tree surgery, have appointe 
iliary attachment mounted on the|H. C. Mulberger, Inc., Milwaukee 
agency, to handle their advertising. 
top frame of the flat bed press,| Business papers will be used for 
through which the web passes just the first two. 
before running into the folder, plus comeremnnennspeaeinans 
a hydraulic mat press in which type Sil-O-Ette to Sterling 
is first pressed into bakelite and Sil-O-Ette Underwear Corpora- | 
then molded into a rubber plate.|tion, New York, has appointed | 
The attachments permit use of color Sterling Advertising Agency, New 
on four pages at once, and the! York, to direct advertising of its 
Olympian has installed two units} Tricot knit underwear. Fashion 
on its 16-page Goss Cox-O-Type | magazines, direct mail and window 
presses. and counter displays will be used. 
The experimental advertisement, 
declared a complete success, was 
for Shell Oil Company. The re- 
sults were said to be superior, both 
in ink coverage and register, to the 
usual method, and in addition ink 
consumption was cut almost 40 per 
cent. 


Shows New Way 
of Adapting Color 
Plates for Litho 


New York, March 6.—An im- 
proved method of adapting four- 
color process plates for use in offset 
lithography, called ‘“Napconver- 
sion,” has been perfected by Na- 
tional Process Company, it was 
revealed here last night at a dem- 
onstration at which several com- 
mercial jobs accomplished through 
the new system were displayed. 

George E. Loder, president of the 
company, pointed out that repro- 


ductions made by the method are | 


marked by improved quality of the 
finished product. The system is a 
substitute for the old methods of 
chalking plates and making line 
shots, or pulling black and white 
proofs of each color and then en- 
larging these proofs as line repro- 
ductions. The loss in quality usual 
through change in the original dot 
structure can now be avoided, he 
said. 

The process makes it practical to 
select any part of a subject and 
reproduce it in the same size, larger 
or smaller, without loss of register. 
Economies are possible since any 
type of paper which is suitable for 
offset is satisfactory. 


ly to the only reference book 
which supplies complete and 


tions and their markets. 


100 E. OHIO ST., CHICAGO 
Offices in Atlanta, San Francisco, Los 


The Market Data Book 
Means Business 
for Business Publications 


Advertisers and their agencies refer regular- 


formation regarding all business publica- 


1941 edition appears October 25, 1940. 


THE MARKET DATA BOOK 


330 W. 42nd ST., NEW YORK 


in existence 
detailed in- 


Angeles 


$1,000 Offered for 
Solutions to 
Consumer Problem 


Contest Seeks Better 
Relationships Between 
Public and Advertisers 


Chicago, March 7.— One indirect 
result of the ADVERTISING AGE con- 
test, offering $1,000 in cash prizes 
for the best plans for bringing con- 
sumers and advertisers closer to- 
gether, seems to be that everyone in 
merchandising and advertising is 
discussing plans of this nature. 

Almost every day ADVERTISING 
AGE gets reports of the presentation 
of a plan for solving the consumer 
movement problem before this on 
that advertising, business or service 
group. The fact that scarcely an 
advertising or merchandising talk is 
presented these days without some 
attention being paid to a practical 
approach to the consumer problem 
is a healthy sign, and a trend which 
it is hoped will be accelerated by 
the ADVERTISING AGE contest. 

In this contest, ADVERTISING AGE 
will award a $500 prize to the in- 
dividual, group or 
submitting the best program for 
improving relationships between ad- 
vertisers and consumers, in the 
opinion of an impartial jury. Second 
prize will be $250, third prize $150, 
and fourth prize $100. 

There are no rules of any kind to 
follow, and everyone is eligible to 
enter. Entries may be submitted in 
any shape, length or size; they 
should be practical, and sufficiently 
detailed to give a clear picture of 
the course of action to be followed, 
but they need not necessarily be 
complete to the last detail. 

All entries must be mailed or de- 
livered to the Contest Secretary, 
ADVERTISING AGE, 100 E. Ohio street, 
Chicago, no later than midnight, 
May 31. 


Eagle Pencil 
Starts New Drive 
in Magazines 


New York, March 7.—Expanding 
the theme introduced last 
when buyers of office supplies were 
warned against “blind” selection of 
lead pencils, Eagle Pencil Company 
today released first copy in a new 
magazine campaign scheduled to 
run through the spring. 

Following a color page in Time, 
black and white single-column copy 
will appear in Collier’s and The Sat- 
urday Evening Post. Emphasis wiil 
be placed on the company’s de- 
velopment of the “Chemi-Sealed” 
process, said to insure stronger leads 
and longer use. Initial copy fea- 
tures the five-cent Mikado line, 
although subsequent insertions will 
also promote Verithin leads. The 
company manufactures mechanical 
pencils as well as the wood variety 

Albert Frank-Guenther Law is 
the agency. 


L & T Promotes Three 


In three promotions announced at 
the Los Angeles office of Lord & 
Thomas, Don Francisco, Jr., was 
named assistant account supervisor 
to Ford Sibley, handling All-Year 
Club of Southern California and 
Southern Pacific; Sherwood Arm- 
strong became assistant space buyer, 
and Roy Swanfeldt succeeded Arm- 
strong in the research department 


Agency Changes Name 
Hellwig-Miller Company, New 
York agency, has changed its name 
to C. L. Miller Company. E. W. 
Hellwig, former president who died 
recently, has been succeeded by 


NG ake? 4 5 5, eS eS 


C. L. Miller, former vice-president 


Organize Art Studio 


| William Willens, formerly of Cle- 


ments Company, and Kurt Volk, Inc., 
has joined Nat J. Kaplan in organ- 
| izing Kap Studios, 138 S. 9th street, 
| Philadelphia, an 
' service. 


FM Broadcasting : 
Net May Operate 
Next Summer 


organization | 


year, | 


advertising art 


i 


New York, March 7.— With aq. 
vertisers, broadcasters, financiers 
|and engineers closely watching de. 
velopments, proponents of the fre. 
quency modulation system of radio 
|transmission are continuing fy) 
|speed ahead with plans which are 
expected to lead to the inauguration 


lof the first FM network this sum. 


mer. 

FM broadcasting has two advan. 
tages which its boosters claim wij] 
|soon make it an important rival of 
|regular broadcasting. Because no 
'telephone wires are necessary to 
transmit an FM program, and be. 
cause less than the usual amount of 
power is required, the new tech- 
nique is expected to materially re. 
|duce costs of station operation. 
|Second advantage is the high qual- 
\ity of reception possible through 
this method of “staticless”’ 
| mission. 

Chief disadvantage of the sys- 
item is that it involves replacement 
|of regular receiving sets with specia} 
| equipment. Two manufacturers, 
|General Electric Company and 
| Strombere-Carlecn Telephone Mfg 
Company, have already marketed 
FM sets. Others are developing 
similar receivers. 


Link Five Stations 


Another impressive test of FM 
broadcasting was made several days 
ago when five stations were linked 
together in a demonstratio: 
arranged by Major Edwin H. Arm- 
strong, Columbia University profes- 
sor who invented the system. A 
previous test linking the Armstrong 
station in Alpine, N. J., with othe 
FM stations in New England was 
also successful. 

Major Armstrong foresees the day 
in the not too far distant futur 
when New York and Chicago wil! 
be linked with only four or five 
booster stations in between. He 
also believes that the picture part 
of television will be best trans- 
|mitted on long hops by using th 
|FM channel. 


tr: ns- 


Newspapers Get 
Lion‘s Share of 
United Schedule 


| Chicago, March 6.— United A: 
Lines completed 1940 advertising 
plans here today, announcing that 
| the lion’s share of its appropriatio: 
of $375,000 will go into newspapers 
to produce the largest newspape! 
campaign in its history. The ap- 
propriation itself represents an in- 
|crease of 33 per cent over 1939. It 
|/is based on a traffic gain of 37 pe 
cent for that year, when United 
| flew 149,000,000 revenue passenger 
miles. 
| R. E. Johnson, director of adver- 
| tising, said that schedules have bee: 
placed with 110 metropolitan news- 
| papers of the United States anc 
| Canada along the company’s New 
| York-Chicago-Pacific Coast anc 
Vancouver-San Diego airways. Th 
|majority of papers to be used ar 
“on line” cities, though som 
in cities such as Detroit, B 
Washington and other off-lint 
points tributary to United’s nation- 
wide system. 
In addition to newspapers, Unitec 


will use some general magazine 
and also certain key publicat 
various business fields, the latte! 


being on an experimental 
N. W. Ayer & Son, Inc., handies ™ 
account. 


Smith to Berg-Williams 


Donald M. Smith, formerly prc>: 
dent of Bristol-Smith, Inc, -' 
York, has joined the executive 5" 
of Berg-Williams Corporatio! 
York. 


ent 


ER 2 e with your 
firstOrder © 
Jar and Brush FREE with your first order iY 
S S Artist Rubber Cement. Nationally 
used, 3 grades: Light, Medium, Heavy $2.75 
per gal. postpaid _ For Friskets use $ S Spe- 
cial Frisket Cement, $3.50 per oe! 
6S RUBBER CEMENT CO. 


3438 No Halsted St. CHICAGO, Lt 
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PHOTOGRAPHIC REVIEW OF THE WEEK 


WIN "MODERN PACKAGING" AWARDS WIN TOP HONORS IN WOLF AWARD PACKAGING COMPETITION 


a 
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1€) 
"9 Six of the 101 winners in the 1939 All-America packaging competition of Modern 
Packaging are shown here. Top, the family group of packages of McCormick & Co., 
lan and the men's set of McKesson & Robbins. Center, display for Johnson & Johnson's 
hed Tek toothbrushes, and a window display for Coty's L'Aimant. Bottom, Elm Farm 
o Foods Company, which won distinction for its labels, and the family of syrup cans 
va for A. E. Staley Mfg. Company which took an award in the closure group. 
He 


art HUGE BOOK PRODUCED BY PAINT MAKER 
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Tt Winners of the Irwin D. Wolf packaging awards for 1939, of which the trophy winner, Bigelow Weavers’ stair tread carton, 

per was pictured in Advertising Age last week: |. spectacle ‘rey of Shuron Optical Company; 2. shipping container of 

‘ted Krueger Beverage Company; 3. package for sampling plastics of Rohm & Haas Company; 4. towel set package of Cannon 

oo Mills; 5. lip saive counter display of Sharp & Dohme; 6. cocktail bar of Knight Packing Company; 7. carbon paper box 

Be! of M. B. Cook Company; 8. iron glue container of McCormick & Co.; 9. transparent pretzel container of Bachman Bakeries; 
10. grapefruit juice can of Bruce's Juices, Inc.; | 1. luxury set container of Parfums Charbert, Inc.; 12. combination tooth 

e! brush and powder counter display and shipping container of Pro-phy-lac-tic Brush Company; 13. hat box of John B. Stetson 

ee! . Company; !4. potato floor dsplay of Maine Development Commission; 15. artist oil tubes display of Ruxton Products, Inc.; 

Ws- Th s : s i ; : 16. tube of Parfums Chevalier Garde, Inc.; 17. stationery of Butler Brothers; 18. electric heating pad of Kwikway Com. 

un ¢ model in this photograph gives some idea of the size of the eight-pound pany; 19. hosiery gift box of Cannon Mills; 20. muslin stock package of Cannon Mills. 

volume of color photographs which Sherwin-Williams has produced to aid dealers 


and consumers with their decorating problems. (Story on Page 2.) 


a PETTY GOES TO WORK ON FOOT REMEDIES LOCALIZED POSTERS USED FOR PONTIAC 
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aan OHA 


BLUEJAY 


CORN PLASTERS 
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BLUE-SAY 
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“Delighted With 


: ” 


A new poster approach—with panels localized to every state in which they appear, is being used by Pontiac with this de- 
sign appearing on 6,500 panels in 795 cities, through MacManus, John & Adams, Inc. The license plate presents some 
difficulty in the localizing process, since, while it is a dummy plate bearing merely the number, Y-1616!1, such designations 
are not used in all states where the poster is appearing. But the beautiful and friendly girl waving at you is beautiful and 
New display piece for Bauer & Black's Blue Jay corn plasters, which utilizes friendly no matter what state she lives in—and so, quoth Pontiac dealers, is the car. The posters are reported to have 
2torge Petty's popular gal, plus @ simulated telephone cord, for stopping power. resulted in an unusual number of consumer comments. 
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ADVERTISING AGE March 11, 1949 


—_—___= 


The daily average total 


oom! . 


net paid circulation of 


the evening Chicago Herald-| 


= American for the six month): 


period ending February 29,|: 


1940 was in excess of...|. 


, pi 
tr 
pe 
he 
Sl 
ta 
th 
at 
ki 


City and Suburban Circulation for the 6 Months Exceeded 400,000 


City Home Delivered Circulation for the 6 Months Exceeded 105,000 


Total Sunday Circulation for the 6 Months Exceeded 900,000 


The Chicago Herald-American Forges Forward | 


National Advertising Representatives: Rodney E. Boone Organization 
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